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Hint to advertisers who insist on 
hearing down on the intellectual 
stuff: The most popular spots at the 
Chicago world’s fair are the places 
to sit down. 


7? ? F 


Unguentine’s sunburned gal of 
1933 is, like her beauteous prede- 
cessors, nothing short of red-hot. No 
wonder the beaches are so popular. 
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Blue Ribbon Beer is advertised on 
one page and Blue Ribbon Malt on 
another. What’ll you have, boys? 


- | > 


“Outlaw Rebates in New Four A’s 
Contract Form.” 

There’s another tough problem 
neatly and expeditiously disposed of. 
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“Hiram Walker Invades United 
States,” records ADVERTISING AGE, but 
according to late reports no serious 
opposition has been encountered. 


* F F 


Hygrade Sylvania is inviting its 
customers to “drop in” this summer, 
but has not specified whether they 
are expected to come by plane or 
parachute. 

vveegy 


G. Gordon Herstet goes out of his 
way to prove that the picture of a 
pretty girl with skirts blowing free 
really belongs in current advertising 
of Guth electric fans. Somebody is 
always trying to gild the lily. 
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Welch’s Grape Juice scores a good 
point by showing over-upholstered 
ladies how to reduce without danger 
of anemia, but a woman really deter- 
mined to reduce doesn’t mind a little 
thing like anemia. 
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The Hormel Company has added 
canned onion soup to its line. If the 
habits of Potash and Perlmutter are 
anything of a guide, this prcduct 
ought to go big in Women’s Wear 
Daily. 
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With all the new and disturbing 
events now happening to reduce one’s 
morale, it’s reassuring to learn that 
good old Nick Carter is once more 
available to the youth of the nation. 
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Speaking for Ipana, Mr. Hunting- 
don hints that at 48 he’s staring 
grimly at old age. Lee Bristol will 
have to do something about this. 
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How much more publicity will 
Boss Kettering have to receive before 
Alfred P. Sloan, Jr., and Henry 
Ewald decide that he’d make good 
copy for an institutional spread for 
General Motors? 


* + 


“Actually kills _ fleas,” assures 
Pulvex, “instead of merely stupefy- 
ing them.” 

Think of the mortification of a pup 
Providing transportation for a lot of 
Stupefied and unambitious fleas. 
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Cleveland advertising men are 
Wearing white clothes to create sum- 
Mer-resort atmosphere for the Forest 
City. And thus they may symbolize 
copy at least 99.44 per cent pure. 

Copy Cus. 


CAR RETAILERS 
INSTITUTE. OWN 
RADIO PROGRAM 


Sponsor ‘Ford Dealers of 
the Air’’ 


Detroit, Mich., July 13.—While the 
National Broadcasting Company’s 
audience is enjoying the homely 
Philosophy of “Lum and Abner, Ford 
Dealers of the Air,” merchandising 
experts are finding even more to 
ponder over in the fact that this 
chain program is being financed by 
associated Ford motor car dealers, 
and not by the Ford Motor Company. 


The announcement of the dealer 
sponsorship was taken with a grain 
of salt by some, who believed that 
this was merely a dramatic way of 
creating interest in the program. In- 
vestigation disclosed, however, that 
the Ford Motor Company actually 
has no connection with the broad- 
cast, being merely an interested by- 
stander. The idea was conceived and 
sold to dealers by Critchfield & Co., 
Chicago advertising agency. 

Strangely enough, too, Detroit, the 
stronghold of Ford, is getting only a 
part of the program. Local dealers, 
however, are indulging in a consid- 
erable volume of cooperative news- 
paper advertising. 


Originates in Cleveland 


Lum and Abner were presented 
over NBC networks two years ago 
as a sustaining feature. More re- 
cently, they were featured as a local 
offering in Cleveland, then graduat- 
ing to their present eminence. Their 
broadcasts originate at Station 
WTAM, Cleveland, and are given 
Monday, Tuesday, Wednesday and 
Thursday at 7:30 P. M. eastern day- 
light saving time. A different pro- 
gram under the same sponsorship is 
given each Friday night. 

The Monday to Thursday program 
is broadcast to New York, Hartford, 
Worcester, Portland, Washington, 
Rochester, Buffalo and Baltimore in 
the East, and to Chicago, St. Louis, 
Davenport, Des Moines, Milwaukee, 
Indianapolis and Cleveland in the 
West. 

A separate network carries the 
Friday night broadcast to New York, 
Washington, St. Louis, Philadelphia, 
Schenectady and Detroit. 


Is “Homely” Skit 


The locale of the operations of Lum 
and Abner, Ford Dealers of the Air, 
is Pine Ridge. It is here that Lum 
Edwards serves as president of the 
Pine Ridge Motor Company, while 
holding many other civic positions. 
Abner is his partner in the Ford 
firm, while serving as town constable 
on the side. * 

Chester Lauck and Norris Goff are 
the real-life names of the radio per- 
formers. Their professional careers 
began only a few years ago, both 
having business training before es- 
saying to portray the troubles of 
small-town dealers on the air. One 
was in the wholesale grocery busi- 
ness, while the other was manager of 
an automobie finance company. 

National Broadcasting Company 
believes the “Ford Dealers of the 
Air” is destined to be one of its 
most successful programs, and has 
assigned it the exclusive services of 
one of its outstanding announcers in 
the person of Gene Hamilton. 


Separate Code for 
Every Division of 


Advertising Wanted 


New York, July 13.—The week’s 
developments in connection with the 
industrial recovery act gave the ad- 
vertising world much to speculate 
about but little to act upon. 

After checking with the industrial 
recovery administration, Edgar Ko- 
bak, president of Advertising Federa- 
tion of America, told ADVERTISING 
AGE that, first of all, codes are de- 
sired from the individual groups, 
such as publishers, printers, lithog- 
raphers and outdoor plants, and that 
codes will be considered in order of 
their importance from the standpoint 
of increasing employment and wages. 

“Of course,” he continued, “if we 
can get together a better code on ad- 
vertising practices, it will be satis- 
factory to the government and a 
good thing for advertising, but the 
commission does not want to be both- 
ered right now with revised advertis- 
ing codes. 


Separate Codes 


“Therefore, until the ruling is 
changed, we will continue a study 
we have under way of codes for each 
branch of advertising that have to 
do with advertising itself. Our re- 
search department can study these 
codes in the preparation of a broad 
code for advertising that can be sub- 
mitted and adopted, but before we 
can write such a code we must study 
the individual codes to see how they 
can be handled for the future. 

“We shall be glad to receive sug- 
gestions, ideas and advice from the 
field that will help us constructively 
with this work, and the Federation 
will be glad to act as a service or- 
ganization to help all advertising 
groups with their codes.” 

Mr. Kobak, who is in daily touch 
with the industrial recovery commis- 
sion, will be in Washington tomor- 
row to keep appointments with ad- 


URGES ACTION 


Wilfred Fry, president, N. W. Ayer 

& Son, who will report next week 

on reactions to his recent call for 
action on an advertising code. 


ministration officials, and will take 
up the problems of the various 
groups at that time. 

The subject of applying the indus- 
trial recovery act to advertising 
agencies held the attention of di- 
rectors of the American Association 
of Advertising Agencies at their reg- 
ular quarterly meeting here Tues- 
day. Before adjourning, the board 
appointed a special committee, which 
will work anonymously for the time 
being, to draft a tentative code and 
contact Washington on the matter. 

It is understood that the sections 

(Continued on Page 18) 


Last Minute News Flashes 


Baillie Succeeds Mims as Four A’s Director 


New York, July 14—Lloyd W. Baillie, 


Thompson Company, was elected a 


vice-president, J. Walter 
director of American Association of 


Advertising Agencies at the quarterly meeting in New York this week, 
succeeding Stewart L. Mims, retired. 


The next board meeting will be 


held in St. Louis in October. 


Wieland Joins J. Walter Thompson 


Chicago, July 14—M. V. Wieland has resigned as vice-president of 


Mitchell-Faust-Dickson & Wieland, C 


J. Walter Thompson Company, Chicago. 


hicago advertising agency, to join the 
The Thompson agency will now 


handle the advertising of the Western Company, Dr. West Tooth Brushes 


and other products. 


Seek Change in Chicago Radio Facilities 

Washington, D. C., July 14.—Another outburst in the Chicago-Wisconsip 
radio conflict was seen here as station WTMJ, operated by Milwaukee 
Journal, filed application with the federal radio commission for the facili- 
ties of WMAQ, owned jointly by Chicago Daily News and NBC. 

Closely following the application of WIBA, Madison, Wis., for half- 
time on the wave length of WGN, Chicago Tribune station, the new action 
points to an interstate controversy which will involve all Chicago stations. 


A. B. P. Members Meet in Washington 


Washington, D. C., July 14.—Fifty members of Associated Business 
Papers, Inc., today had short conferences with Recovery Administrator 


Johnson; Deputy Administrator Malcolm Muir; 


Secretary of Commerce 


Roper; Secretary of Agriculture Wallace; Deputy Public Works Adminis- 
trator Henry M. Waite; and Budget Director Lewis Douglas. 


Dr. Goldenweiser, 


chief economist, 


Federal Reserve Board, ad- 


dressed the group at lunch, and Assistant Secretary of Commerce John 


Dickinson spoke at dinner. 


REVIEW GROUP 
INCREASES ITS 
POLICE POWERS 


Advertising Committee Out- 
lines New Procedure 


New York, July 13.—In harmony 
with the wishes of representative ad- 
vertising interests and the federal 
government, the Advertising Review 
Committee sponsored by the Assccia- 
tion of National Advertisers and the 
American Association of Advertising 
Agencies has adopted a new plan of 
operation whereby advertising copy 
practices can be effectively policed. 

Henceforth, if a complaint to the 
National Better Business Bureau in- 
volves violation of the advertising 
code adopted by the Committee, the 
Bureau will request the advertiser to 
desist. If he does not desist, or does 
not agree with the Bureau, he may 
obtain a hearing by the Committee 
on the alleged violation. 

If an advertiser declines to discon- 
tinue a practice which the Bureau 
finds upon investigation to be unfair, 
and if he also declines to appear be- 
fore the Committee, the operating 
plan provides that the Committee 
may consider all the evidence upon 
which the Bureau bases its opinion 
and may make a decision. 


Will Aid Prosecution 


If the decision is not recognized 
by the offender, the Committee will 
at once call the attention of the busi- 
ness world generally to its findings, 
and, if it is believed that the prac- 
tices violate the law, the Committee 
will submit its data and conclusions 
to the Federal Trade Commission 
and other law enforcement agencies 
and assist prosecution of the case. 

The Advertising Review Commit- 
tee’s original plan of operation, ap- 
proved early in April, provided that 
it would function solely as a court of 
appeal on decisions rendered by Na- 
tional Better Business Bureau, tak- 
ing action only when the advertiser 
cited for violation of the code de- 
clined to accept the Bureau’s recom- 
mendations and requested the Com- 
mittee to review his case. 

In the event the offender did not 
abide by the Bureau’s decision nor 
apply to the Committee for a hear- 
ing, it was the intention to end the 
effort at self-regulation by simply 
bulletining the facts to national ad- 
vertisers, agencies, publishers and 
business executives generally. 

Now, however, if the advertiser 
uses unfair practices and declines to 
submit these practices for review, 
the Committee will consider the 
practices notwithstanding. The pres- 
ent course was decided upon after 
months of careful study, and it is 
the consensus that it affords ample 
opportunity for advertising to regu- 
late itself. 


Code Wins Approval 


The code which the Advertising 
Review Committee has been set up 
to interpret and enforce is designed 
to make advertising trustworthy. It 
has been approved by leading adver- 
tisers and advertising organizations 
as prescribing nothing that an hon- 
est advertiser should be unwilling ta 
accept. 

Its purpose is to eliminate, as un- 
fair to the public and tending to dis- 
credit advertising, false statements 
and misleading exaggerations, indi- 
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ADVERTISING AGE 


July 15, 1933 


rect misrepresentation, statements 
offensive to public decency, advertis- 
ing which tends to undermine an in- 
dustry by attributing to its products 
generally faults true only of a few, 
misleading price claims, pseudo-sci- 
entific advertising, and testimonials 
which do not reflect the real choice 
of a competent witness. 


The Advertising Review Commit- 
tee comprises the following 17 mem- 
bers, seven of whom constitute a 
quorum: 

Ralph Starr Butler, General Foods 
Corporation, chairman; Lee H. Bris- 
tol, Bristol-Myers Company; Ber- 
nard Lichtenberg, Alexander Hamil- 
ton Institute; Ken R. Dyke, Johns- 
Manville Corporation; Stuart Pea- 
body, the Borden Company; 

Raymond Rubicam, Young & Rubt- 
cam, Inc.; J. K. Fraser, the Black- 
man Company; William H. Johns, 
Batten, Barton, Durstine & Osborn, 
Inc.; A. W. Erickson, McCann-Erick- 
son, Inc.; H. S. Gardner, Gardner 
Advertising Company, Inc.; 

Frank Braucher, Crowell Publish- 
ing Company; Fred A. Healy, Curtis 
Publishing Company; Edgar Kobak, 
McGraw-Hill Publishing Company: 
John C. Sterling, McCall Company; 
Louis Wiley, The New York Times; 

H. K. Boice, Columbia Broadcast- 
ing System; and G. F. McClelland, 
National Broadcasting Company. 


E.D.A. Deplores 
Distributing by 
Wire Companies 


Indianapolis, Ind., July 13.—The 
Exclusive Distributors Association of 
the United States, closing its na- 
tional convention here yesterday, 
voted to ask the assistance of the 
federal trade commission and the de- 
partment of labor in an effort to 
eliminate the telegraph companies 
from the field of advertising distri- 
bution. 


“It is our belief,” said Stanley 
Craft of Cincinnati, vice-president of 
the association, “that these big com- 
panies have no right to engage boys 
at half the wages paid to men and 
enter them in this field of advertis- 
ing, that has grown to fourth place 
in volume of expenditure in adver- 
tising dollars.” 

Mr. Craft was elected to represent 
the association at a meeting in Chi- 
cago today for discussion of a code 
of fair practices under the industrial 
recovery act. 

Earl Taylor, Buffalo, was elected 
president of the association, succeed- 
ing M. A. Gregg, Detroit. Mr. Craft 


H. Hummel, Newark, N. J., and Mr. 
Hummel was elected member of the 
board of directors for three years, 
succeeding George Ueber, Milwau- 
kee. The other directors are Joseph 
Hessel, St. Louis, and J. C. Russel, 
San Antonio. 


Meet on Code 


—_— 


Chicago, July 13.—Representatives 
of the Advertising Distributors of 
America and Exclusive Distributors’ 
Association of the United States in a 
joint meeting here today appointed 
H. S. Gratsh, Chicago attorney, to 
draw up a code for the industry, 
which will be submitted to the na- 
tional industrial recovery adminis- 
tration for approval. 

The meeting tentatively agreed on 
a minimum wage scale but deferred 
final action on this matter until the 
code has been formally drawn, so as 
to permit expressions from indepen- 
dent distributors who are not repre- 
sented in either of the two leading 
associations. 


W. F. Laurence Dead 


William F. Laurence, president, J. 
C. Hall Company, Providence, R. L., 
printers, lithographers and bank sta- 
tioners, died recently. He had been 


was elected vice president to succeed | with the firm for 45 years. 


Allin a Day’s Mail 


While in Editor Macfadden’s office re- 
cently, he showed me the letters from 
readers which had come across his desk that 
particular day. Stacks and stacks. Some 
of these missives were on daintily mono- 
grammed stationery. Others were typed 
on business letterheads. A few were post- 
cards. Some more were laboriously 
scrawled notes on inexpensive paper. 


Without exception, all these letters were 
human documents, stating a personal prob- 
lem and asking the answer from Mr. Mac- 
fadden, the editor of Physical Culture 
Magazine. 


A mother of two young children wanted to 
know what to do about a father who drank 
continuously and belittled her in front of 
the little ones. 


Another, the editor of a small town news- 
paper, had a son afflicted with a physical 
ailment and thought that, perhaps, Mr. 
Macfadden could recommend certain ath- 
letic exercises which would cure the boy. 


A charming young matron, highhatted by 
the local society, desired to learn how pop- 
ular hostesses entertained. 


In that day’s mail, there were many, many 
other such strikingly human personal prob- 
lems. Problems not important to anyone 
else but the writers. However, to them, 
a solution of these personal problems was 
vitally necessary. And the editors of Phys- 
ical Culture Magazine have never yet failed 
to respond to these or the thousands of 
other calls for help with personal problems. 
Either through direct correspondence or in 
the columns of Physical Culture Magazine, 
the editors endeavor always to give the 
proper and helpful advice on perplexing 
human problems. 


Look at a copy ofthe August issue of Phys- 
ical Culture Magazine. Not a few are the 
enlightening, authoritative articles on hu- 
man relationships. “The Other Woman 
Talks to Wives,” a frank and fearless dis- 
cussion of an extremely intimate and per- 
sonal subject; “Fighting for My Life,” a 
personal experience story by Albert Pay- 
son Terhune; “Raising a Happy Family 
in the Depression,” by Sarah Jane Carr; 
“Boy or Girl—Can We Predetermine It?” 
by George Sylvester Viereck. These are 
just a few of the score of instructive, timely 
features devoted to the commonsense han- 
dling of daily human problems. 


This co-operative, sympathetic attitude on 
the part of its editors towards personal and 
family relationships explains why Physical 
Culture Magazine has today a growing, 
loyal audience of more than a quarter of a 
million readers. Regular readers, regular 
folks who comprise a substantial market 
that cannot be sold in any way but through 
the advertising pages of Physical Culture. 


Can we tell you more about it? 


AN-ADVERTISEMENT FOR PHYSICAL CULTURE MAGAZINE 


GRAPHIC ARTS 
WRESTLE WITH 
CODE PROBLEMS 


Lithographers Complete Their 
Task First 


Chicago, July 14.—Whether or not 
the cost of producing advertising is 
to share the general upward trend of 
other prices was left in doubt as the 
printing industry began the second 
day of a meeting to develop a code 
which would meet the requirements 
of the powers at Washington and ‘at 
the same time create a Utopia in 
which every printer would have a 
job and every employer would make 
a profit. 

While the printers were wrestling 
with this problem at the Midland 
Club, the lithographers held a more 
demure gathering at the Sherman 
Hotel and adopted a code, which, 
however, left some important points 
in doubt. 

Chief of these was the question of 
minimum hourly wages, which was 
to be left to a joint conference with 
the printers. The lithographers rec- 
commended a forty-hour week. Para- 
graph 2, Article 3 was the only one 
devoted to cost. It said: 


No Selling Below Cost 


“No person in the industry shall 
sell any of his products at less than 
cost, such cost to include all operat- 
ing costs, all outside purchases and 
a prescribed amount for administra- 
tive and sales expense.” 

The meeting of printers was an 
adjourned one from a gathering held 
in Washington June 22 and 23. It 
resumed delibérations Thursday, but 
spent most of the day in futile de- 
bate as to the basis for representa- 
tion. .The chairman laid down the 
rule that each state should have one 
vote for each million dollars worth 
of production, this leading to a great 
hue and cry from less important 
printing centers, which alleged that 
this method placed control of the 
meeting in the hands of delegates 
from a few large cities, such as New 
York and Chicago. While it was ex- 
plained that these cities had scaled 
down their representation in order 
to meet this objection, the opposi- 
tion continued its harrying tactics. 


N. E. A. Withdraws 


A representative of the National 
Editorial Association, comprised of 
country publishers, most of whom 
operate job-printing establishments, 
charged that his organization had 
not been consulted nor advised of 
the meeting. He finally withdrew 
altogether and the N. E. A. members 
called a separate meeting, though 
the assertion was made that there 
will be but one code for the entire 
graphic arts industry. The forty- 
hour week is the provision which 
aroused the N. E. A. 

The fear of union domination was 
apparent. An invitation from the 
International Typographical Union 
that employers and employees meet 
jointly to work on the code was de- 
clined by a unanimous vote. 

The meeting also split on para- 
graph one of the proposed code, de- 
fining the printing industry. The 
question was finally referred back to 
a committee. 


Weinbaum Joins Grey 


Ralph Weinbaum, formerly with 
Grant & Wadsworth & Casmir, Inc., 
has joined Grey Advertising Service, 
Inc., New York, as account executive. 


Representative Moves 


George R. Curtis, publishers’ rep- 
resentative, has moved from 1 N. La 
Salle St. to 8 S. Michigan Ave., Chi- 
cago. 


Murphy Joins Magazine 

Joseph G. Murphy has been ap- 
pointed advertising manager of Pa- 
cific Dental Gazette-Journal, San 
Francisco. 


Stockholders off! 


Tobacco Company 
Agree on Bonu; 


New York, July 13.—Under an 
agreement entered into today between 
American Tobacco Company and a 
group of minority stockholders, the 
issuance of 27,500 shares of stock, ip. 
cluding practically all of the share 
alloted to directors, is rescinded, and 
a new plan of bonus payments is 
placed into operation. 

Under this plan the company mug 
show net profits of $13,000,000 jy 
1933, instead of approximately $11, 
000,000 as heretofore, after which 
officers may share 10 percent of the 
excess earnings. 

The minimum earning figure for 
1934 is set at $14,250,000, and for 
1935 and subsequent years at $15, 
500,000. 

Richard Reid Rogers, one of the 
leaders in the litigation with the 
management, reported further that 
if in 1933 or subsequent years “the 
net profits shall exceed $32,500,000, 
only nine per cent of such excess 
should be distributable as bonus wp. 
til the profits reach $35,000,000.” 


Oklahoma Gets 
3.2 Beer After 
26 Year Wait 


Tulsa, Okla., July 13.—Arid as any 
desert for 26 long years, the sover. 
eign state of Oklahoma this week 
achieved some measure of moistness 
with the passage by referendum of a 
measure legalizing the manufacture 
and sale of 3.2 beer. 

Beer which had been gathered on 
the borders in huge quantities, was 
released to an eager public yesterday 
morning, scenes which had been en 
acted earlier in other states being re 
enacted in this state, which has been 
dry during its entire history. 

In Tulsa beer had no_ sooner 
started to flow than a corps of engi- 
neers began work laying out a site 
for the new Tulsa Brewing Company 
plant, work on which will be rushed 
to the speediest possible *conclusion. 

Although action of the electorate 
on the beer bill could not be accu 
rately forecast and the results of the 
election were in doubt until the last 
moment; and despite the fact that 
the 26-year-old thirst prevailing here 
cannot hope to be more than tempo 
rarily satisfied with stocks on hand 
or being sent here, some beer copy 
appeared in papers immediately after 
results of the election were known. 
Yesterday’s issue of the Tulsa World, 
for instance, contained over 12,500 
lines of beer and allied advertising. 


Duffy Turns Author 


B. C. Duffy, of the media depart: 
ment of Batten, Barton, Durstine & 
Osborn, New York, and Harford 
Powell have written a book, “9 
Days,” telling in headlines from 
New York papers the story of what 
happened from Feb. 14 to May 23 of 
this year. 


Elliott Joins Network 
Elliott Advertising Agency, Bos 


ton, has joined Allied Service 
Agencies Network, a _ group of 
agencies throughout the country 


which now has 30 members. 


Affiliates With KGO 


San Francisco Chronicle, at one 
time joint operator of KPO, has now 
affiliated with KGO, Oakland and San 
Francisco key station of the NBC 
Pacific coast gold network. 


Helen Wing to Agency 

Mrs. Helen Wing, well known it 
radio, musical and dramatic circles, 
has joined Needham, Louis & Brorby, 
Inc., Chicago, as director of radio 
programs. 


Jack Made Secretary 


Stanley H. Jack, a member of the 
staff of Russell C. Comer Advertis- 
ing Company, Kansas City, Mo., for 
the past two years, has been made 
secretary of that agency. 
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*In case you didn’t 
know— it’s The News, 
New York’s Picture 
Newspaper. 
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Industry Competition Can Be Met 
Only Through Advertising 


Discussions of codes to be submit- 
ted to Washington by industrial 
groups emphasize the fact that a 
great many manufacturers expect to 
operate on a basis of quotas and re- 
stricted production. Specific control 
of output to coincide with antici- 
pated consumption of the products of 
the industry is definitely written 
into a number of the codes which 
have been brought to the attention 
of ADVERTISING AGE. 

The idea which some individual 
companies seem to have, that with 
all manufacturers in their lines re- 
stricted to a certain limited output, 
the task of getting the allotted vol- 
ume of business will be much easier, 
May cause some rather severe disap- 
pointments. That demand for most 
of the goods of modern industry ex- 
ists and is maintained without crea- 
tive effort is a fallacy which should 
have been exposed long ago, but is 
undoubtedly lingering in the minds 
of those who are anticipating the de- 
lights of business with competition 
operating under checks and curbs. 

With the exception of a few basic 
raw materials and some of the sta- 
ples of ordinary consumption, de- 
mand is a variable which is as shift- 
ing and uncertain as the breeze. 
Without definite planning and pro- 
motion, industries cannot be sure of 
steady or increasing use of their 
products. The expansion of indus- 
try and the contributions of research 
and invention have created too many 
substitutes and alternatives to allow 
any industry to rest easy in the as- 
sured possession of any market. 

Furthermore, the change in the 
relative positions of industries due 


to increased costs and consequent in- 
creased prices will undoubtedly tend 
to dislocate demand. The _ gov- 
ernment experts who are advis- 
ing with industries, and who 
know what a delicate adjustment 
must be maintained between prices 
and ability or willingness to buy, 
talk about the “ceiling” of the mar- 
ket. That is the point at which in- 
creased prices cut off buying activity 
because of the diversion of demand 
to other competitive or substitute 
products. 

For example, lumber, steel and ce- 
ment may all be used more or less 
interchangeably in many building 
and construction operations. The 
point at which one is used instead of 
the other is determined to some ex- 
tent by price and also by the prefer- 
ences of individual users. The price 
ceiling can easily be raised by in- 
creased appreciation on the part of 
the user of the good qualities of a 
material, which he may be willing 
to continue to buy at a relatively 
higher price, provided he has been 
adequately informed regarding it. 

With higher wages and shorter 
hours, more people will be employed 
and consumer buying power in- 
creased and more widely distributed. 
That is all to the good. Those who 
are guiding industries in their plans 
for operation under government con- 
trol should realize, however, that 
their own markets will still require 
individual and co-operative promo- 
tion if the manufacturers in those 
fields are to continue to have the 
opportunity to sell a sufficient vol- 
ume of their goods to maintain a 
satisfactory level of employment. 


The Trend of Advertising Rates 


With the rapidly advancing prices 
of most commodities, and with the 
policy of the federal government in 
favor of higher wage rates definitely 
established and in operation, what is 
likely to happen in the near future 
to advertising rates? 

Paper prices have already taken 
an upward turn. This is one of the 
increased costs which publishers 
must be prepared to absorb, for the 
time being, at least. While trade 
opinion is to the effect that wage 
rates in the printing field will not 
be increased, inasmuch as they have 
been relatively higher than in most 
other lines, it is by no means cer- 
tain that they will be held to the 
present levels. Increased living costs 
will be reflected ultimately in higher 
wages and salaries to other classes 
of employes, whether in union groups 

Although publishers generally did 
not lower rates until early in 1932, 


a great many rates were reduced last 
year. Some of these rates were cut 
to coincide with reduced circulation 
volume, and others in the hope of 
attracting an increased volume of 
business. With inflation a factor 
which will affect business operations 
for some time to come, higher pro- 
duction costs for publishers and 
others supplying advertising space 
and service may be regarded as cer- 
tain. 

How advertising rates will be ad- 
justed remains to be seen. Some 
publishers are already protecting 
themselves against contract commit- 
ments too far ahead. Others are 
waiting to see how the volume of 
advertising is affected by business 
improvement. In any event, the ad- 
vertiser who is able to contract now 
for space to be used in accordance 
with his business promotion needs 
ean hardly fail to make a good buy. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 510. How Beer Jobs are Being 
Installed. 


A book describing the selling and 
installing experiences of a Chicago 
dealer in plumbing fixtures in plac- 
ing bars and other dispensing equip- 
ment for retailers. Printed by Do- 
mestic Engineering. 


No. 511. The Eyes of the World are 
on Chicago. 


An unusually interesting brochure 
published by General Outdoor Adver- 
tising Company, pointing out that 
A Century of Progress is providing 
much additional circulation for Chi- 
cago outdoor displays this year. One 
especially valuable feature is the 
manner in which locations are 
spotted on a map of the city and 
tied up with actual photographs of 
the site. 


445. The Negro Market. 


“This market, containing approxi- 
mately one-tenth of our population. 
must be capably understood and ap- 
pealed to on its own terms” is the 
contention of this 40-page illustrated 
book issued by W. B. Ziff Co. 
The reasons for “the isolation and 
self-sufficiency of the American Ne- 
gro” are shown in terms of his life 
history as a consumer. His institu- 
tions, occupations, manner of living 
and his buying are described as be- 
ing distinct and isolated. Figures on 
various divisions of this market are 
included. 


418. A Million Women with Mil- 
lions to Spend. 


“We have a million women look 
ing for bargains—what have you to 
sell?” this booklet published for 
Fawcett women’s group, comprising 
Hollywood, Screen Book, Screen 
Play and True Confessions asks. 
The booklet analyzes rates, quotes 
the experience of advertisers in the 
publications, and presents facts of 
interest to advertisers selling to 
women. 
No. 471. How Much for “Point of 
Purchase”? 


A concise and complete discussion 
of the part played by point of pur- 
chase material in the selling plan, 
with particular reference to the value 
of Neon signs. Published by Neon 
Products, Inc., Lima, O. 


No. 342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of 
tying their advertising up with the 
local dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


No. 433. WLW—“The Nation’s Sta- 
tion.” 


This unusual envelope-folder might 
well be called “proofs,” since much 
of the material in it consists of fac- 
simile reproductions of letters com- 
menting on the results derived from 
commercial broadcasting over WLW, 
Cincinnati. Other interesting ma- 
terial in the folder gives WLW cov- 
erage and circulation, analyzes mail 
response to individual programs, 
gives much valuable information 
about the station and outlines the 
services of the station’s sales promo- 
tion department. 
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CAN HE BE A REFORMED PUBLISHER? 


—Life. 


"You oughta know you can't send bombs second class!" 


Voice of the Advertiser 


Ballyhoo Is Banned, 
But Not “Ballyhoo” 


To the Editor: I certainly hope 
the readers of ADVERTISING AGE go 
beyond headlines, because I have had 
at least a half dozen people call my 
attention to the headline in your 
July 8 issue, “Ballyhoo is Banned.” 

I realize that the article has abso- 
lutely nothing to do with the maga- 
zine but at the same time it creates 
that impression and the damage is 
the same. 

J. Frep Henry, 
Vice-president, Dell Publishing 
Co., New York. 


[Editor’s note: As Mr. Henry 
says, the article mentioned had no 
connection with the _ publication, 
Ballyhoo, but referred to the ban- 
ning of noise-making advertising and 
publicity stunts by the city of Mar- 
shalltown, Iowa.] 


i ee 


Rickard Finds Chicago 
Cops Lack Dignity 

To the Editor: I notice in the cur- 
rent issue of ADVERTISING AGE your 
columnist makes a humorous refer- 
ence to Grover Whalen’s reaction 
upon seeing the red-coated guards at 
the Exposition. I wonder why he 
did not include Grover’s reaction. to 
the coatless Chicago police force. 

Some of us visitors from the effete 
east found considerable amusement 
in checking up the number of pot-bel- 
lied cops against the number of shad- 
bellies. Incidentally, the pot-bellies 
won. 

Another equally entertaining game 
was to check up the number of dif- 
ferent ways in which a cop’s shirt- 
tail would hang out. When we 
reached two or three score, we gave 
up in despair. We also tried to dis- 
cover a preferred way for a Chicago 
cop to wear his cap. It split about 
even between the back of the head, 
over the right ear, and over the left 
ear. We counted none at all with 
caps on straight. 

I am afraid that natty Grover must 


have ached to be commissioner of 
Chicago police for just 24 hours. 
Isn’t there something you publishers 
can do, through using the power of 
ridicule, to make the police force of 
Chicago reflect, in some slight de- 
gree, the pride and prestige of your 
splendid city? 
W. L. RicKArpD, 
Rickard & Co., New York. 


, Ff F 


Maybe Not So New 


But Interesting 

To the Editor: Recently, in a let- 
ter quoted in the Voice of the Ad- 
vertiser, Irving Rothstein of New 
York says: “Mr. Thayer has just 
written a book called ‘Astir,’” 
thereby giving the impression that 
my old friend John Thayer has come 
out of retirement to write another 
book. 

I happen to be fortunate enough 
to possess a copy of “‘Astir,” and find 
that it was published back in 1910. 
Of course this may be a new edition 
that Mr. Rothstein refers to, or per- 
haps he is just young enough to have 
just run across it. 

At any rate, it is a very interest- 
ing book, whether old or new, espe- 
cially to those of us who were in 
the ranks at that time and knew 
that John was stating facts. 

S. M. GoLpBERG, 
Publishers’ Representative, 
New York. 
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Sweet Awakening 

To the Editor: Please enter our 
subscription to ADVERTISING AGE. We 
have just had occasion to read 
through your July 1 issue. It was 
so crammed full of valuable infor- 
mation presented in terse, digestible 
form that I don’t know how I ever 
got along without it. 

In the words of the bucolic visitor 
to Chicago, “How long has this been 
going on?” 

Morris A. EPSTEIN, 
Managing Director, 
Progress Film Company, Chicago. 
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July 15, 1933 


ADVERTISING AGE 


ANP.A. STUDIES 
EXPENDITURES OF 
34 ADVERTISERS 


Newspapers Get 59 Per Cent 
of Appropriations 


New York, July 13.—A survey of 
the expenditures of 342 representa- 
tive national advertisers in newspa- 
pers, Magazines and radio advertis- 
ing in 1932, released this week by 
the Bureau of Advertising, American 
Newspaper Publishers Association, 
shows that newspapers received 
about 59 per cent of the aggregate 
appropriations and that this me- 
dium receives the preference in 19 
out of 30 leading trade classifica- 
tions. 

If the study had included expendi- 
tures for outdoor and direct mail ad- 
vertising, it may be assumed that 
the result would check very closely 
with the complete summaries of na- 
tional advertising expenditures pre- 
viously released by the bureau. 
These have shown that newspapers 
during the past four years have re- 
ceived around 46 per cent of the na- 
tional advertising dollar. 

The latest study is not a complete 
list of national advertisers nor does 
it include all the leading advertisers. 
It is simply a representative group, 
the expenditures of which the bureau 
has been able to check or estimate 
with reasonable accuracy. 

Only those advertisers spending at 
least $50,000 in newspapers are in- 
cluded. The magazine expenditures 
of these advertisers are not shown if 
they are not listed by the Curtis 
Publishing Company or National Ad- 
vertising Records, or if the amount 
spent in this medium is less than 
$20,000. 


Gives Individual Figures 


An interesting feature of the study 
is the breakdown of the expenditures 
of individual advertisers, which run 
into the millions in some instances. 
The advertisers have refused per- 
mission to republish the amounts, 
but advertising executives may se- 
cure a copy of the study free of 
charge from the bureau. 

The survey for 1932 shows that the 
342 advertisers spent $116,200,000 for 
newspaper space during the year, 
compared with $52,301,139 in maga- 
zines and $25,321,984 in broadcast- 
ing. All the advertisers reported 
used newspapers, 150 also used maga- 
zines and 111 included radio. Both 
magazines and radio, in addition to 
newspapers, were used by 79. 

In the automobile and_ truck 
groups, 82.4 per cent of the advertis- 
ing expenditure went to newspapers. 
Gasolines and oils gave this medium 
74.2 per cent; druggists’ sundries, 
65.2 per cent; financial, 68.3 per 
cent; soft drinks, 63.8 per cent; rail- 
roads, 92.7 per cent; steamships, 83.8 
per cent; clothing and shoes, 87 per 
cent. 

Other Divisions 


Food manufacturers, 62 in num- 
ber and accounting for a total expen- 
diture of $37,958,000, spent 46 per 
cent of this amount in newspapers, 
giving magazines 34.7 per cent and 
radio 19.3 per cent. The tobacco di- 
vision spent 72.3 per cent in news- 
paper, 11.2 per cent in magazines and 
16.5 per cent in radio. 

The recapitulation of the 15 larg- 
est classifications shows that rail- 
roads are the newspapers’ best pat- 
rons from the standpoint of loyalty, 
spending 92.7 per cent in that me- 
dium and investing the balance of 
their advertising funds in maga- 
zines. 

The next highest newspaper per- 
centage figure is in the clothing and 
shoes division, which shows 87 per 
cent. Steamships are third with 83.8 
per cent and automotive fourth with 
82.4 per cent. 

According to the study, magazines 
have a slight advantage over news- 
papers in the toilet goods, soaps, elec- 
trical appliance and radio and phono- 


graph classifications. The magazines 
make the best showing in the soaps 
division, where they get 57.8 per 
cent, compared with 34 per cent to 
newspapers and 8.2 per cent to radio. 

Broadcasting, so the report indi- 
cates, appeals most strongly to finan- 
cial, food and tobacco advertisers, in 
the order named. The radio expen- 
ditures in these classifications were 
small compared with the amounts 
spent in newspapers, but the radio 
figures exceeded the magazine ex- 
penditures in four classifications out 
of the 15 largest. 


Nix Joins Erwin, Wasey 

Edward D. Nix, formerly account 
executive of Gardner Advertising 
Company, St. Louis, has joined the 
Chicago office of Erwin, Wasey & Co., 
in a similar capacity. 


Harrier in New Work 

L. G. Harrier, formerly with Er- 
win, Wasey & Co., is now advertising 
manager of National Lead Company 
of California, San Francisco. 


J.S. Burnet, Head 
Of Burnet-Kuhn 
Agency, Is Dead 


Harbor Springs, Mich., July 13.— 
J. Sidney Burnet, chairman of the 
board of Burnet-Kuhn Advertising 
Company, Chicago, died suddenly at 
his summer home here yesterday. He 
was 58 years old. 

Mr. Burnet, who was president of 
the agency which he founded in 1915 
until 1932, had retired from active 
participation in the business two 
years ago, following the death of his 
wife, and had devoted much of his 
time to travel. He had recently un- 
dergone an operation, and was be- 
lieved to be improving in health un- 
til a short time before his death. 

A graduate of the University of 
Michigan law school, Mr. Burnet 
practiced law in Chicago for several 
years before entering the advertising 


business as an account executive 
with the former Nichols-Finn organi- 
zation in Chicago, of which Joseph 
H. Finn, now with Reincke-Ellis- 
Younggreen and Finn, was a prin- 
cipal. 

From this agency he went to the 
Chicago office of J. Walter Thompson 
Company, and subsequently joined 
the John Lee Mahin agency. When 
William H. Rankin purchased the 
Mahin business, Mr. Burnet founded 
the Burnet-Kuhn Advertising Com- 
pany in association with Paul R. 
Kuhn. 

Mr. Burnet was a member of the 
Chicago, University, Racket, Tavern, 
and Indian Hills clubs, all of Chi- 
cago. He is survived by a son, 
Robert W. Burnet, and a daughter, 
Mrs. Edward L. Hersey. 


Rosenblum in New Post 


M. M. Rosenblum, formerly with 
W. B. Ziff Company, Chicago, pub- 
lishers’ representative, has joined 
Fan Tan Laboratories, Chicago, as 
sales manager. 


Simpson Reorganizes 


Simpson Products Company, Terre 
Haute, Ind., maker of “Doggie Din- 
ner,” nationally advertised dog food, 
has incorporated with Stewart Ross 
as president and L. G. Kessler as sec- 
retary. 


Moorman to Lavoris 


H. R. Moorman, formerly advertis- 
ing manager for Nash Coffee Com- 
pany, Minneapolis, has been ap- 
pointed district manager for Lavoris 
Chemical Company, with offices in 
Minneapolis. 


Gilmer with “Liberty” 

John Gilmer, formerly with the 
McGraw-Hill Publishing Company, 
Curtis Publishing Co. and the Liter- 
ary Digest, has joined the eastern 
advertising staff of Liberty, New 
York. 


Bank Names Erwin, Wasey 


Greenwich Savings Bank, New 
York, has appointed Erwin, Wasey 
& Co. 


They Burned B RUNO 


and the earth, announced astronomer Giordano 
Bruno to Sixteenth Century Venice, but they’re a 
mere drop in the bucket of creation. .. . There are 
innumerable worlds floating about through space. 
..» Many of them are far greater than our own.... 


Graybeards glowered. This was heresy. The 
Bible admitted of only one heaven, one earth. . . . 


Rubbish! fired back Bruno, the Bible is a moral 


work, not a scientific one. 


They threw Giordano Bruno into prison. 


After eight years’ solitary confinement, they 
burned him at the stake. 


Bor no burning could destroy Bruno’s teach- 


ings. 


In scattered, secret places, increasing numbers 


read his works, carried on his researches. 


Reactionary thinking, even today, persists in 


many quarters of 


the Christian globe; but the 


march of the liberal spirit is irresistible. 


There will always be hope for the progress of the 


world because there will always be a strong group 
of young, liberal minds in every community of the 


world. Here, the tender bud of the new idea will be 
examined without the prejudice of hardening ar- 
teries. Measured by the needs of the times rather 
than by the practices of tradition. Guarded against 
the sneers of radicalism as well as the frowns of con- 
servatism. Here, the new philosophy, the new dis- 
covery, the new invention will find an established 
group to support it with the weight of their num- 
bers. And bring it into the practical use that will 
qualify it for acceptance among the traditionally- 
minded remainder. 


In America, as in every other nation, these 
young, liberal-minded men and women lead the 
way. For the manufacturer, they constitute the 
true primary market. Through them and their 
ready support, the new breakfast food or electrical 
appliance may find the way to the acceptance of 
the more conservative millions. 


for Looking through a TELESCOPE 


| Lord may have created the heavens 


And in America it is Liberty magazine, appeal- 
ing to the young, liberal minds from Maine to 
Oregon, that offers the manufacturer his direct in- 
troduction to this primary market. 


Companies which advertise to keep old customers 
will do well to keep old media. But companies in- 
terested in introducing their story of new efficiency, 
new quality, or new service to new millions, are 
invited to swing country-wide adoption through 
the young, liberal leaders in Liberty magazine. 


These will buy most readily. These will buy first. 
And these, buying, will start the new idea on a fair 
way to becoming a national tradition. 


JULIUS ERNEST KAMMEYER, LL.D. 
MANHATTAN, KANSAS 


PY ' Professor of Economics, Kansas State College 

Proressor KAMMEYER WRITES TO LIBERTY: 
“ce 

I caw commend the liberal policies 


which you outline. They are certainly 
in keeping with the times.” 


Dr. JOHN WILLIAM FRAZER 
SELMA, ALABAMA 


Pastor, Church Street M. E. Church, of Selma. 
Former Chaplain, 214th Engineers, U. S. A. 
Chaplain, Spartanburg Post and South Caro- 
lina Division of American Legion. Author: 
The Untried Civilization; What is Heresy? 


Dr. Frazer writes TO LIBERTY: 


“c 
Tae change in the tone of Liberty since you took it over 
has been—well, thrilling, a change from jazz to martial 


music. 


“Liberty’s articles are uniformly well-written, in- 
formative, and thought provoking.” 


JAMES SIMPSON, Jr. 


CONGRESSMAN FROM ILLINOIS 


CoNGRESSMAN SIMPSON WRITES TO LIBERTY: 


“c 
I wave been delighted with your 
clear-cut, sensible, conservative edi- 


torials that you have been having, and 
feel you are -~: much good toward our country in her 
time of need, as Liberty possibly is more responsible for 
public opinion than any magazine of its size in America.” 
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ADVERTISING AGE 


July 15, 1933 


EXTEND DRIVES 
FOR ELECTRIC 
REFRIGERATORS 


Kelvinator and Frigidaire 
Start New Campaigns 


Dayton, O., July 13.—The most 
comprehensive midyear selling cam- 
paign in its history will be launched 
July 15 by Frigidaire Corporation, 


H. W. Newell, vice-president in 
charge of sales, announced this 
week. 


The campaign will be participated 
in by 15,000 dealers and salesmen, 
now being contacted in 53 conven- 
tions, and will be assisted by adver- 
tising in more than 500 newspapers, 
color copy in national magazines, 
outdoor billboards, 5,000,000 copies 
of a four-page rotogravure advertis- 
ing piece and a 13-period coast-to- 
coast radio broadcast schedule. 


The newspaper and magazine ad- 
vertising will continue to feature 
the “uses no more electric current 
than one ordinary lamp bulb” theme, 
according to Mr. Newell, but such 
features as automatic ice tray re- 
lease, automatic defrosting, bottle 
storage space and one-fourth more 
food storage space will be brought 
out more strongly than in the copy 
of the last four months. 

The radio program, which will be 
heard over 54 stations of CBS, will 
feature Jane Froman, Howard Marsh 
and Jacques Renard’s orchestra. A 
new Frigidaire theme song, “The 
Dance of the Ice Cubes,” will be 
sung by the four snow queens. 


Newspapers Featured 


Newspaper copy will be the major 
weapon in the midseason campaign, 
Mr. Newell said, because it has 
proved the best medium for the pro- 
motion of products such as house- 
hold refrigerators that are sold by 


specialty salesmen, department 
stores and utilities. 

While the conventions being held 
in 53 cities for the launching of the 
campaign deal primarily with house- 
hold Frigidaires, the commer- 
cial refrigeration and air condition- 
ing products of the company also 
are being given considerable atten- 
tion. 


This is the first time Frigidaire 
has launched a major sales cam- 
paign as late as July. It was planned 
to help the field organization take 
advantage of what the organization 
considers exceptionally promising 
conditions for the summer months 
and the remainder of the year. 


Kelvinator in Race 


Detroit, Mich., July 13.—Scorning 
the once widely accepted notion that 
mid-summer is a tapering off season 
in the electric refrigeration busi- 
ness, Kelvinator Corporation this 
year has interpreted the already ab- 
normal lengthening of its peak sales 
volume as an indication that con- 
tinued sales activity will result in 
maintenance of volume through the 
next several months. 


To back up this conviction, Kel- 
vinator has announced to its sales 
organization a “Big Parade” summer 
campaign which will be the most 
intensive drive the company ever has 
held at this time of year. Unusually 
heavy national magazine and news- 
paper advertising schedules, and a 
complete sales promotional plan for 
dealers will feature the sales drive. 

Pointing out that April, during 
which 30,116 units were shipped 
from the Kelvinator factory, was the 
biggest month in the company’s his- 
tory, May, however, eclipsed the 
record April mark with the total of 
more than 43,000 units; and June, 
a month usually marked by a sharp 
dropping off of sales in the electric 
refrigeration industry, held up to 
such an extent that the May record 
narrowly escaped being broken in its 
turn. 

Talk Rising Prices 


Pointing out that while the sales 
curves in the industry in former 
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SHOE MERCHANTS 
Found It Sold Shoes 


Each of these retail shoe mer- 
chants, through The Christian 
Science Monitor, carried his 
message to a profitable market 
in his community. Meanwhile, 
in the same medium, nine shoe 
manufacturers “told the world.” 
As one of the latter writes, 
“It reaches and influences a 
group of discriminating people 
who are buyers” . .. which 
explains much . . . and should 
interest many. 


NEWSPAPER 


FOR THE HOME 


THE 


CHRISTIAN SCIENCE 
MONITOR 


Published by The Christian Science Publishing Society, 
Boston, Massachusetts 


& 


Branch Offices: New York, Detroit, Chicago, 


St. Louis, Kansas City, 


San Francisco, Los Angeles, Seattle, Miami . . London, Paris, Berlin, Florence 


NO HIDING OF LIGHT UNDER A BUSHEL HERE 


MANUFACTURERS oF 
BA “ALOOON 
LAMPS 


To symbolize its achievement in developing a parchment a which 
g 


is clear white and does not spot, Aladdin Manufacturin 


ompany, 


Muncie, Ind., built this six-foot parchment shade, mounted it on a 
lamp twelve feet high, and will exhibit it at A Century of Progress. 


years usually showed a high peak in 
April, May Kelvinator sales far ex- 
ceeded those for April, when all rec- 
ords in the company’s history were 
broken, with June sales also holding 
up remarkably. Kelvinator officials 
predict an unusual lengthening of 
the peak season, brought about by 
the public’s reaction to the general 
rise in commodity prices now evi- 
dent in many lines. Having already 
announced a price increase effective 
on a national scale June 28 and to 
go into effect locally, when dealers 
exhaust stocks purchased at the for- 
mer low schedule, the company is 
urging its prospects to buy now be- 
fore prices go higher. 

A feature of the campaign will be 
the third annual “Kelvinator Derby,” 
an eight weeks sales contest which 
will be held on a national scale with 
races being run simultaneously on 
each of ten “tracks” into which the 
country has been divided. The 
purses will be distributed among the 
three winners on each of the ten 
tracks. 

In addition Kelvinator will con- 
tinue to lay emphasis on the sale of 
DeLuxe models with the continua- 
tion of the special DeLuxe campaign, 
in which selling men who sell a 
specified amount of DeLuxe refrig- 
erators will be rewarded by a trip 
to Detroit. 


Advertising Planned 
by Cincinnati Brewery 


An extensive advertising campaign 
is planned for Lion Beer following 
sale of the Windisch-Muhlhauser 
Brewery, Cincinnati, to a syndicate 
headed by J. W. Harris, president of 
Forest City Brewing Company, 
Cleveland. 

The new owners will remodel the 
plant and incorporate under the 
name of Lion Beer, once a well 
known product in the Cincinnati 
territory. 


Brewers Buy Many 
Display Signs 
Neon Products, Inc., Lima, O., re- 
ports numerous orders for Fram-O- 
Neon and Glow-Lite display signs 
from brewers throughout the coun- 
try, including orders for 5,000 dis- 
plays for Schlitz Brewing Company, 
Milwaukee, and 1,000 from Manhat- 
tan Brewing Company, Chicago. 
Other brewers ordering displays 
include Fidelic and Horton Pilsener 
Breweries, New York, United States, 
Berghoff, Doelgers and Haberle. 


Is Married 


James O’Shaughnessy, of Outdoor 
Advertising Inc., and formerly exec- 
utive secretary of the Four A’s, and 
Mrs. O’Shaughnessy have announced 
the marriage of their daughter, 
Mary, to Thomas Corning Betts. 


Sales Manual 
for Hardware 
Men is Issued 


Indianapolis, Ind., July 13.—Na- 
tional Retail Hardware Association 
has just issued a unique volume to 
its membership, which is designed 
to help the retail hardware dealer 
understand the selling points behind 
the products he handles. 

The volume, known as “Hardware 
Retailers’ Sales Manual,” is a loose- 
leaf book sent out with 224 pages to 
be inserted in it. Additional pages 
will be added from time to time. 

The book, which is devoted almost 
entirely to standardized informative 
advertising of companies selling 
through the hardware trade, was 
worked out with the cooperation of 
advertisers in Hardware Retailer, 
the association’s official organ. 

It is not in any sense a coopera- 
tive catalog, however, all of the ma- 
terial being devoted to expositions 
of each product’s selling points in 
editorial fashion. For instance, a 
typical section is headed, “How to 
sell Dutch Boy paint products,” and 
includes explanations of “what 
white-lead is,” “merits of white-lead 
paint,” “price of white-lead paint,” 
etc. 


“Washington Post” 


Names Representatives 


Guy S. Osborn, Chicago, has been 
named western representative of the 
Washington Post, and Frank Meeker, 
New York, formerly national adver- 
tising manager, New York Herald- 
Tribune, has been named eastern 
representative. 

The Post was recently purchased 
at auction by Eugene Meyer. Eu- 
gene MacLean, former editor of the 
Cleveland Press, and at one time 
publisher of the San Francisco 
News, is general manager of the 
publication. 


Push “Match King” 
As Newest Premium 


Match King, Inc., 10 N. Clark St., 
Chicago, has introduced a new 
“everlasting match” which operates 
without the use of wheels, wick or 
springs, as a new premium for adver- 
tisers. 

The device may be had with repro- 
ductions of trade marks or advertise- 
ments included on it. 


Gets Eclipse Account 


The account of Eclipse Lawn 
Mower Company, Davenport, Ia., has 
been placed with Bawden Bros., Inc., 
of that city. 


FRESH CONTEST 
INSTITUTED BY 
NATIONAL TEA 


Newspapers, Rotogravure Cir- 
culars, Carry News 


Chicago, July 13.—Spreads in 
newspapers and distribution of 800,- 
000 eight-page color rotogravure cir- 
culars to homes were utilized by 
National Tea Company this week to 
provide a climax to one contest and 
inaugurate another. 

The advertising announced a spe- 
cial three day sale which is to be 
the closing event of the World’s 
Fair Improvement Contest, which 
has been waged among the com- 
pany’s store managers for some time, 

This event was not heralded to the 
public, which, however, was _in- 
formed of a contest for it in which 
a Chevrolet coupe and eight General 
Electric refrigerators were to be the 
chief prizes, in addition to a number 
of minor awards. 

This is said to be the first time 
any grocery company has utilized 
large-scale distribution of rotogra- 
vure to homes, though department 
stores and others have tested the 
method thoroughly. 


Build Sentences 


The contest for the public is di- 
vided into two sections: the Grocery 
Sentence Building Contest and the 
Meat Sentence Building Contest. In 
the former, clever sentences about 
foods are to be made, using the 
words “National Tea.” Each sen- 
tence must contain not less than 
seven words and not more than 
twelve, and must be made up from 
letters in the words “Fresh Foods 
from National Tea” and “General 
Electric Refrigerators.” The meat 
contest follows this pattern in es- 
sentials. 

The contest runs to August 5, and 
entrants must use blanks secured 
from one of the units in the National 
chain. One entry blank was con- 
tained in the rotogravure circular. 

Like the newspaper copy, this cir- 
cular had a strong institutional fla- 
vor. The first page was devoted to 
an exposition of the company’s pol- 
icy, showing how closely it is iden- 
tified with Chicago institutions. 

Much of the remainder of the cir- 
cular was of a cooperative nature, 
costs being divided between manu- 
facturers with whom National Tea 
Company does business and the 
chain itself. The last page was given 
over to National’s fruit and vegetable 
department. No prices were quoted 
here because of the fluctuating mar- 
ket on these products. 

The circulars were distributed by 
the Big Four Advertising Carriers, 
which also presented each National 
store manager with a jumbo tele- 
gram signed by Andrew Duncan, 
sales promotion manager. He said: 


Send Jumbo Telegrams 


“The officers and executives of Na- 
tional Tea Company extend to you 
best wishes for the success of your 
store in our big three-day World’s 
Fair food sale. Every member of our 
store personnel is expected to do his 
best selling job Thursday, Friday 
and Saturday. 

“Let us put over the final big 
punch that will score a knockout for 
your store, your district manager 
and your supervisor in the last three 
days of our World’s Fair Sales Im- 
provement Contest.” 

Distribution of the circulars in- 
cluded not only Chicago, but parts 
of Wisconsin and Indiana. 


Graham Shifts Personnel 


Charles W. Matheson has been ap- 
pointed vice-president in charge of 
distribution of Graham-Paige Motors 
Corporation, Detroit, and A. I. Philp 
has been named vice-president and 
general sales manager. Mr. Philp will 
direct the sales and merchandising 
activities of the corporation. 
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@ 1759. There is one key to supremacy on the St. Lawrence—the mighty, natural fortress of 
Quebec. It is on this single key objective that Wolfe, the British general, concentrates his 
eS eats 5 attack. Under cover of night he climbs a narrow ravine and by morning has massed several 
, A aaa alee CL ow Oe thousand troops on the Plains of Abraham. Their unexpected appearance demoralizes the 
X French under Montcalm...It is a swift, decisive victory leading to final British control of Canada. 
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KS : ey SS ” MAGAZINE ? 


@ The victors in this battle are men with singleness of purpose...Men who concentrate their 
cir- attack on one key objective. They recognize the new economic code which prevails in Amer- 
ica today...That most purchases are made with the consent of the entire family...To reach 
this united family and tap its buying resources they know their advertising must appear in 
media of interest to every member of that group. They put The American Magazine first! 


SoTL itp 


@ Most purchases made in America to- families — mothers, fathers, sons and 
day are not the result of “whim” shop- daughters—as a group. 
ping...Usually they are the result of a This magazine is definitely edited for 
family conclave...For not before in our _ their united entertainment. It is the focal 
generation has the American family been _ point of family interest. 
such a unit—thinking, acting, purchas- That’s why the strategists of 1933 are 
ing together. placing The American Magazine first on 
There are many types of media which __ their lists. They agree it’s less expensive, 
appeal effectively to the individuals who _less wasteful to make a concentrated at- 
compose this unit...The American Mag- tack on the family as a whole than to 
azine is the ome magazine in which anad- = attempt many appeals to highly special- . 
vertiser can logically appeal to 1,800,000 _ized groups. 


of epen 
ed by scores “ 
*Prestigalions: Data 4 


a 


merican Magazine 


Ati of henry 


THE CROWELL PUBLISHING COMPANY...NEW YORK 


e_______i_séi_i___—Cdai 
f : 
; SS & ies aR ‘ 
melee a eae 
—- 5 oe . ee ee = — “OBrien os i en kos d ¢ % oa 
pee SS = a eee R Seen Oe ge hapa fore cul ht, Ea re nen ete ae ; #3 Sie dare : 
a “aa ———S, eee eae Phase eg ues Sash a Pde Mn Norse oc ‘ mes eeu 
Pe rane = ——_—_—_—_——_-—————sS , i Re Aa : : iis = Oey = eas 4.) : = é a 
= ————SS———————eSSSS ~~. . SS AT ee. a ee ms 2s ae ea ie a 
in == —<—— - — DP, ————oo ji GFT ee Ray | een aoe: 4 ie 2 eRe) cae ee : — bee a 
5 —— Y), ¥ Be tet So Sieh. 5; el z a Pr eae eae a io 
00,- —— Ly. —s Pa : ee, maar ee ge see ¥ ory ae ; fe : Ks 4 pe 
cir- = : = 3) SSS * og ——————— if , ‘ ee pare Penny ee eek a Red ee *s Late a ee mi. : Far J ‘ S as 
= : _——${[—$ $>SSS== _——/4 * —__$—————_~ rer oF = een as lone Se ae es lias Lean we SS, Ge borates om kes ! x pig 
by % £ LVS a ———— iy ote ee ea Pg a Se, » Bet | oe, Bas 
- to a ——— ——_—__ ee ane i ee ' Re ye. eS he 
hs — ; —S._—s«s=——— | rr pene OS SSSSSEFEB Yee = 4 bs - Beem. pe Ay. Us tL et 
and » ——<_S—_—_———_ 2p % ——— ~~ — ». ‘ ——aa=aSS a — ——== ————— 4 sans Ps 5 ee “ian “4 “See Dee See dees a : 
cs ———— = 7 : Oe ————— ane ea eo hai! : : or 4 eee hy eS : % a 
a ————__—_¥ — bad \3 ‘ { ——————————— SS == =. aes aaa cae agile ¢  . : a is : fone : ae 
iy ——— : : H's _—<——— ‘ —— —— eS ao. ee 1 a a Te aes : Spee 
1. — 1 *F es 7 ae a ee ES 7 
. 4 — = ae = “4 * ———_ —=—— — y oy sen tas > ots aa ae ¢ & f ~ ea : i js fd ri 
. —— . 6 oe - J ———— s,s # «| | — ai toni hy * i a3 ed Ci - pe a a ‘ Fr - Sen Nee Mae 
a —— SES Zee SJ. [SS «= a 
\ me ee : ae . . : ———_ Ges: ——$— * 3 Bo Ses ood ¥ re , #8 : pire a eS 
8 i No eee : ceil ay ee ie SS ———— aeaeat 8 get , ee os ec bee 
‘ich AWE “eae SS a 1 £ SS —e vf ~p Pee 7 . ae ; = i {Sas aa wae 
a ies —— = aN : rr — > ———— a i t oe, = olen ee ¥, Be a ae 
= = Ace Se * : a 2) Oe 3 i SFA ye e 
a «% 
€ 2! 3 Ee 
: rghets 
rae 
ac 
ber \ ae: Petcsat eee (OO ®Y. F 7 iy ’ 7 ae oo - aah 
WW eee =" SO Yn’ \* ae ti i) Zee Vy / pat ‘ + 2 a a tee 
& io S* ag \ id Pa q se eee hy lee ra ¥ ¥ Ae ates ‘ x - eee - 7 
> KK HESes Uf ee Wa." SS, a oe “ ~ eat 3 mre 
me . ie S No / LY. = pays \ ~ as a % : ee 4 ee et 3, 1h : a a F : = b: a 
ra. | See \ \S Yee \ \ Se “Nea - Petr ae es mm  - a) on oe es 
RA wy = . S a ae Sy 1% Thi” 4 te Ge SP aes pe ee 0 Pa oe 
ent Ses NE te ‘ Wg ot ‘ Sc : . Wi, ie ie ee * — ie ee age ei oe, re 
«ae Pe at eens \ Lf or ay ~ S NG ‘ eee ge ed, asian war" i ae Seo oe ‘ jaa 
the ee ye ae Wy Yr oe \" > : : “= ee eee a ee. eo se Raa oe ee ae 
<a ae re: . ee oe ‘ = Jee ap" lies : rhe! te a fe yetin, Ree eae, 
Eanes : 43 A. a. —_ : ae A enc, vol oe gS he 
Be ey Cet a se os me a ge ; 
: eet tee «. - RiiteNeeeee BRINE abd Sean: E } 
BAA” gk ee eee 
iia geen” saa 
me ey ee 
I : ‘ i i 2 = sag ‘ Be: oe il ae ea ie pS 
out) of = Se : Ss eee 5 a a ae 3 é Mee ee ie 
went —S~F SS ee ee S,, SSS tie A ‘ S a gs ‘ — 2 Mohs 
be: ee. SS 8s =e | ae SS \\: = > ca oh “« oa a ¢§ eae 
han Ef ise QS ‘Ser vite . , > as g dae el oe ee ie. Ais od c aah os AO ee oe 4 ae 
han mee = — Bere Ss See Sie RR ag =: wee : ae bee rests rs ; cor oe . ee By een et <a, oe crys ss afte home Ts alae a oe 
- a Pine : =. Saas tte ee B Zz : . LS eee We eee gees eee ie ‘ Sg coe : Pree = Pana one ee ee 
wee, oh rN OLS .) mE SB ite Cee ee cat % cee 1 spcoulll BOR rn Pe eRe es Sn ad oie Beer 
§ ry . ee > “ — ; — wa a alee lea ol? Di aT he _— sir, | ail als ie Ss ee; seaman 5 Snot See 
aa cn Sree GE U7 a ee ee ie ee | ae 
ods | iis at RP. RE hg? Res reo ; Seo tee: vd es 4 aoa ee eee es ee : a 
SP ee : ~ 2 FZ, r, a a ee |: aa Cae ue aa F fen 
ral —— Hi oe ey gw ssh siteismeide > Viens fe Oe “~ : 
q v\% Rt See os healt = ; Ct crn te ce Se Ni te een ee eemincheg a eer Metts te) a , i epee ee = o ; 
reat |} # “Gane TOES cts S bs eae ieee Wee a Me ante an ee ea es Ge - mgt 
yom 4 iy heres Ne . ote bs Teen nat ged Qy C4 CF Barc ga ar St a8 Ue gee oe eae fi os , = er — ca. 
is * vite. ibe ee EF Bas. 1S sat % 4 ee betta eto ikea Ha ee ih ate 2 ; Bete  ceaumiesicil ] Ee eggibenate cae 
oo ww » SN eh ees water tOee ere ee a Sgeoh oh ahs Me erg Sa Ce es on ts 3 ; borate” 8 TP on. tere ln ie 
Stoaa ao ns eee B fie See eget ce de Yan ae ee ee eee Ss eee sk a ee ee Dak 
and Le geet US ak al a 5 Rate tea” fs Ui ins har mea asx —— i Sa ihe 
ired —- fe _aet ee ae ; 
onal ; ee ; : 
. t O _ 
. eo 
, oe ee 
cir- eT 
ure, age 
anu- , _— — sicaiiaiaiaiaian a ae ea oa 
Tea , ‘ PE lke etne oo pots ms CY neniiiiaaais = 
the 
iven — 
able _—_— ee 2 
oted PO ee oes ia 
mar- — a RO ee ee Cee : - a. cs tee 
ne, ao ve) 
onal | CAN MAGAZINE = 4 
tele- a put THE AMER! os ae 
. ee ees pie 
can, ies re ce ee 
aid: f “ae c IRS oe ae 
es oe at. 
ee Pe oO ek ae 
Na- ae ists have arrived at i 2 ee bi 
Re pee * trates) rising - aS oe 
ted ue 33 business © esent-day ame oe ie 
your RF ae 9 clusions of PF ee, ae 
rld’s ee. definite co edium on any adver AS me 
our ee The most profitable oy ich is most widely Vas. SAS 
hi a 1 bd tone W mother, ot ao: 
i oe ising list is jly—father; ee as 
iday . a = d by the whole fam y a. ‘ : 
ra ee oS 
Pee - rea' FI dau: ghters- eS 
aoe ns an thor- oe 
big See a M gazine is more il — 
t for res erican MA ¢ the famuy Be ; 
ee The mbers ° 2S : 
ager ao . ughly read bY ere published-* — 
hree 8 ee other magazin 
ot an any is 
Im- ee pee ident : : ; _ oe : 
Fea on request- 
fe oak LC | | 
* - R Brae eo ee easy fa : 
1 ap- eect -— 
e of eee, : fate ‘ 
ators se ie ae 
*hilp rn oe eres co boa ioe ga 
will 
ising 
we ae cae eh Ee pecan ik A epee en cae camaed FEE ome, Ee OTe ae”: a ei a : : ; 
ee Rae has co Sal eee ene ee eee Sai aac Seo ee a ok a i ae re 
ve . Foe aes Shea ag its dipre en Tae S sy : 2 = ia is i a oi Sea < ; Cae §3 eet yy ite, ae See ey a ee es Te eee ee Theme ees = eat rs ee ieee - oo a a i ; ‘ Se aay «be : ios 
pee a ee : Se ee See ene Be Oh ae Se ot re ae cee air anes ae eos, ae oe OREN Se tah siien Pre Se ee Sere: Wes a aN ce — < sles. | Saar n ae ae 
Sees ee eee magmas Ke os See ee een: eee spe ieee desl, Sp ania any are sis ae As eee ee age Sea 
ecg Lr Raa ta amma ge SAR ay pes... pel a a een Ot Re ce eee eee Bo OC ares Si en cae pcae einai Gis ae aoe re ; rae 
i Oh ES ~ 0  h- DPT Ny ee | RN (one Si ae a Fane ee eae eee meas Rae i eee NR Oi 2 Sats i Goer 
gers nies Bei Yo eae U eR Soe soe ee.) 


ADVERTISING AGE 


July 15, 1933 


DAKOTA 


CENTER OF THE 


9TH U.S. 
RETAIL 
MARKET 


MORE 


NATIONAL 
ADVERTISERS 


AND 
MORE 


LOCAL ADVERTISERS 
USE... 


KSTP 


FACTS 


1, The MINNEAPOLIS - 8ST. 
PAUL AREA, where KSTP 
maintains a concentrated cov- 
erage and listener preference, 
is 81% radio-equipped against 
22% for adjoining areas. 


2, In MINNEAPOLIS-ST. PAUL 
AREA there is concentrated 
more than one million people 
who purchase more than 75% 
of all products sold in Minne- 
sota. 


EXECUTIVE OFFICE NEW YORK OFFICE’ 


Hotel St. Paul 205 East 42nd Street 
St. Paul, Minnesota MUrray Hill 4-0658 
CEdar 4400 
CHICAGO OFFICE 


Pree & Sleininger, Inc. 
180 N. Michigan Ave. 
PERAnklin 6373 


FORD TAKES DIG 
AT COMPETITORS 


Detroit, Mich., July 12.—A not-too- 
gentle dig at the advertising and 
merchandising policies of competi- 
tors is glimpsed by the automotive 
fraternity in Henry Ford’s letter re- 
leased for publication in a long list 
of newspapers last week-end. 

Captioned, “To people who want 
something for nothing,” copy asserts 
that “there are some things we re- 
fuse to do to sell a car.” 

“For one thing, we refuse to 
poison anyone’s mind against an- 
other make of car. We know what 
our car is and what it will do, and 
we are ready to tell you about that. 
But to imply defects in another car 
is not our business.” 

Asserting that “only a bad prod- 
uct requires bad sales methods,” the 
letter continues: 

“We refuse, also, to adopt the role 
of tricky trader—that is, pretending 
to offer you a larger trade-in allow- 
ance, and taking it away from you 
in some other way. Ford trade-in 
values are high, but we do not make 
fictitious allowances in order to get 
a sale which may be otherwise dis- 
advantageous to the buyer. Our 
dealers take used cars upon a sys- 
tem of values, not by haggling or 
barter. 

“In this world no one gets some- 
thing for nothing, although there are 
many ways of making people think 
that they do. The sure way to get 
value for value is, first, by being 
yourself willing to deal on that ba- 
sis, and second, by dealing with a 
concern that has no other policy. 

“We refuse to keep dinning in 
your ears that the Ford V-8 is the 
best, most economical, lowest-price 
car. That is claimed for several 
cars. Obviously it cannot be true of 
all. There comes a point where 
claims and adjectives and all adver- 
tising hysteria disappears in its own 
fog. Personally, I prefer facts.” 


Schlitz to Tell 
Secrets of Beer 


In New Drive 


Milwaukee, Wis., July 13.—Schlitz 
Brewing Company this week broke a 
large-space campaign for its “beer 
that made Milwaukee famous” in a 
long list of newspapers in metropol- 
itan centers from New York to Cali- 
fornia. 

The campaign, which will prob 
ably run all summer, will utilize large 
space, initial copy being almost 1,100 
lines, with larger copy reported 
scheduled for later insertion. 

Copy, headed “Secrets,” and prom- 
ising to “disclose many hitherto un- 
published facts about the brewing 
of a beer that in the past has startled 
the world,” awakened much interest 
in brewing circles. Designed pri- 
marily as teaser copy for the series 
which is to follow, the opening an- 
nouncement said, “These statements 
will be of particular interest to the 
new drinkers of legal beer. 

“They will not reveal how we make 
beer, but why we make the best beer. 
Not mere claims, but scientific rea- 
sons presented in a bold—frank— 
logical manner. 

“Here’s a hint,” the concluding 
paragraph said. “Beer contains a 
mysterious and astonishing . . . but 
that would be giving away the secret 
too soon. Watch for these ads. 
You’ll learn things about beer that 
will amaze and astound you. Things 
you ought to know for your own 
good.” 

Stack-Goble Advertising Agency, 
Chicago, is in charge of the cam- 
paign. 


Booth Reorganizes 


Formal sales of the properties of 
Booth Fisheries Company at Wil- 
mington, Del., July 15, marks the 
successful culmination of efforts to 
end the receivership of this com- 
pany. The properties will now be op- 
erated as Booth Fisheries Corpora- 
tion. 


NEW BEER COPY SIMPLE BUT EFFECTIVE 


First advertisement in a new newspaper campaign for Jax beer, 
New Orleans, prepared by Fitzgerald Advertising Agency. This 
copy occupied 1,000 lines. 


HUDSON STARTS 
SUMMER DRIVE 


Detroit, Mich., July 13.—Breaking 
its time-honored precedent of cutting 
summer advertising to a minimum, 
Hudson Motor Car Company this 
year will wage an aggressive cam- 
paign throughout the summer and 
into the early fall. 

A full newspaper schedule of over 
800 publications, a weekly national 
radio broadcast, magazines and an 
extensive list of trade publications 
will be used consistently. In addi- 
tion, spot radio announcements prob- 
ably will be added. 

The unusual summer activity was 
announced by Roy D. Chapin, presi- 
dent, at a two day convention of the 
company’s distributors here this 
week. 

Hudson sales, according to figures 
quoted by Chester G. Abbott, general 
sales manager, have improved stead- 
ily since March, and the week end- 
ing July 1 was the biggest for the 
company in two years. 

Summer copy will continue to fea- 
ture. “ruggedness,” . and will be 
largely pictorial. The Detroit office 
of the Blackman Company is in 
charge. 


Effinger Directs 
Campaign for Milk 


Frank G. Effinger, head of Frank 
Effinger, Inc.,- Milwaukee advertising 
agency, has been named to direct the 
promotional campaign recently au- 
thorized by the Wisconsin depart- 
ment of agriculture and markets to 
increase the consumption of milk. 

The campaign will be centered in 
Milwaukee and will be financed by as- 
sessments of milk producers and 
dealers. 


Free Newspaper Is 
Launched in Pittsburgh 


The Pittsburgher, an eight-page, 
free circulation newspaper, issued on 
Tuesdays and Fridays, and contain- 
ing news and features, has been 
started by Duquesne Publishing Com- 
pany. 

The paper is distributed to 80,000 
homes by Publicity Distributing 
Company. 


Prune Growers 
Announce Plans 
for New Drive 


San Francisco, Cal., July 13.—Wo- 
men’s magazines and farm papers 
will be the primary mediums used in 
the drive of United Prune Growers 
of California to market the 1933-34 
crop, Norton Mogge, advertising 
manager of the organization, has an- 
nounced. 

“The basic advertising effort,” Mr. 
Mogge revealed, “will be in women’s 
magazines and farm _ publications 
commencing in October. Newspa- 
pers in selected eastern cities will 
support the magazine schedule. 
Striking two-sheet posters will ap- 
pear on the New York elevated and 
subway system as well as on the Chi- 
cago elevated’ station platforms. 
Twenty-four sheet posters are now 
scheduled for a number of eastern 
markets also. 

“We expect to make complete an- 
nouncements to the trade regarding 
details of the advertising program 
early in August. Our dealer service 
men will commence trade merchan- 
dising work on California prunes 
about the first of September.” 

Price tags, window strips, counter 
cut-outs, and hangers form an im- 
portant part of the organization’s 
campaign for better displays for its 
product, Mr. Mogge said. A new 
recipe book will also be available for 
distribution shortly. 

Space orders for magazines have 
already been released by the organ- 
ization’s agency, Lord & Thomas, 
San Francisco. 


Wentworth to Daily 


Edward A. Wentworth, formerly 
advertising manager for the gasket 
division of McCord Manufacturing 
Company, and advertising and sales 
promotion manager for General 
Necessities Corporation, Detroit, has 
been named Detroit representative 
for Border Cities Star, Windsor, 
Ont. 


Nelson Directs Sales 


Ray L. Nelson of Milwaukee has 
been named sales and advertising 
manager of the playground division 
of J. E. Burke Company, Fond du 
Lac, Wis. 


RADIO SALES IN. 
JUNE FALL OFF 
FROM LAST YEAR 


New York, July 14.—With a total 
expenditure for broadcasting time 
on the Columbia and National net. 
works of $2,065,195 during the 
month of June, this division of the 
national advertising field showed a 
loss of $932,101 from the total of 
$2,997,296 spent in 1932, and a logs 
of $221,948 from the $2,287,143 figure 
for May, 1933, the monthly report of 
National Advertising Records re. 
veals. 

The slump in June network sales 
marked the twelfth consecutive 
month for which totals in this clags. 
ification have been below those for 
the same month of the preceding 
year. 

The cumulative sales of network 
time for the first six months of 1933 
total $15,254,366, compared with $22, 
810,367 for the same period in 1932, 

Of the June total, National Broad- 
casting Company accounted for $1,- 
512,139, while Columbia Broadcast- 
ing System’s share was $553,056. 

Only four of the 23 classifications 
listed showed a gain in expenditures 
during June, compared with the 
same month last year. These were 
house furniture and _ furnishings, 
which advanced from $4,095 to $16, 
383; lubricants and petroleum prod- 
ucts, which moved up from $182,898 
to $236,148; radios, phonographs and 
musical instruments, which jumped 
from $6,656 to $44,261; and travel 
and hotels, which increased from $4, 
160 to $31,445. 


Foods in Lead 


Foods and food beverages contin- 
ued the leading classification, with 
expenditures during the month of 
$607,369; while drugs and _ toilet 
goods, with $518,918, and cigars, cig- 
arettes and tobacco, with $241,288, 
followed in order. 

Standard Brands, Inc., with an ex- 
penditure of $149,825 for Chase & 
Sanborn coffee and tea, Fleisch- 
mann’s Yeast and Royal Gelatin, led 
the field in June. Pepsodent Com- 
pany, spending $126,139, was second. 

Others spending more than $50,000 
for chain time during the month in- 
cluded American Tobacco Company; 
General Foods Corporation, for Dia- 
mond Crystal Salt, Maxwell House 
Coffee, Post Toasties, and other food 
products; and General Mills, for 
Bisquick and Gold Medal flour and 
Wheaties. 

In the spot broadcasting field re- 
ports from 40 stations throughout 
the country indicate that Iodent 
Chemical Company, with an expendi- 
ture for time of $11,921 for the 
month, led the field. Other impor- 
tant spot accounts were: 

Beech-Nut Packing Company, $4, 
359; Bulova Watch Company, $5,097; 
Forhan Company, $9,680; Alfred W. 
McCann Laboratories, $4,500; Para- 
mount Publix Corporation, $7,710; 
E. R. Squibb & Sons, $4,410; and 
Ward Baking Company, $5,119. 


Super Suds Features 
“Clara, Lu ’n Em” 


Colgate-Palmolive-Peet Company, 
Chicago, has launched an advertis- 
ing campaign on behalf of Super 
Suds which features the product’s 
radio characters, Clara, Lu ’n Em, 
in comic strip copy. 

Copy ranging from 400 to 600 lines 
is appearing in a selected list of 
metropolitan newspapers, supported 
by outdoor copy. 


Jantz Now With Polk 


Elmer J. Jantz, formerly with 
Dealer Advertising Corporation and 
Electrograph Company, Detroit, has 
joined R. L. Polk & Co. as sales man- 
ager of the direct mail division, with 
headquarters in Chicago. 


Timm in Charge 


Robert F. Timm has been named 
national advertising manager of the 
Press, Sheboygan, Wis., and adver 
tising manager of WHBL. 
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Chicago \s COMING BACK FIRST 


and the Chicago Tribune 
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leading the march down State Street 


NE of the world’s busiest thoroughfares is now the shop- 
ping center of the nation. 


State Street—Chicago’s roaring canyon of retail trade, 
home of eight of the country’s largest department stores— 
resounds to the quickened tread of extra thousands of shoppers. 


Here women and men are actively buying in volume because 
of general revival of business, because of the effects of the World’s 
Fair—and because of advertising placed in greatest volume in 
the Chicago Tribune. 

This newspaper has led Chicago’s revival in retail trade. It 
has been the chief support of Loop department stores. In the 
first six months of this year these stores placed 1,926,564 lines 


of advertising in the Tribune. This is 41.0% of all their linage 
in Chicago newspapers. The Tribune was the only newspaper 
to receive a gain—262,018 lines—while the combined loss of all 
other Chicago newspapers was 948,873 lines. 


Chicago is coming back first and the Tribune is leading the 
march down State Street. Its 600,000 circulation—S0% cover- 
age of all the families in Chicago and suburbs—constitutes not 
only the biggest audience of readers in this market, but in addi- 
tion practically the entire metropolitan market for goods sold 
here by advertising. 


Meanwhile, the World’s Fair is attracting the largest quota 
of out-of-town spenders from cities and towns in the nearby states 


Percentages of coverage 

of the families of Chicago 

and suburbs by daily 
newspapers 


33% 


IN 1933 


LR AL 


FAMILIES AND DAILY NEWSPAPER CIRCULATIONS 

IN METROPOLITAN CHICAGO 
1918 1933 

“Number Coverage Number 
Families . . 766,874 , BSS I20 «2% 

Tribune . . 229,622 595,130 50% 

American. 237,797 406,007 34% : 
News....355,921 46% 389,207 33% 4 
NOTE: Circulations are averages for six months’ periods ended 4 


March 31, and for city and suburban only ; 
= —= — : 
Ss, 


Coverage 


of Illinois, Indiana, lowa, Michigan and Wisconsin—those states 
in which live the more than 150,000 families who have been 
Tribune readers for years! 


The brightest spot on the nation’s sales map this year is 
Chicago. You can win volume sales in this market now with 
advertising in a single newspaper—the Tribune—with the lowest 
rate per line per thousand circulation of any Chicago newspaper. 
Ask to have a representative call upon you now! 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
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July 15, 1933 


A.D.A. CONDEMNS 
DISTRIBUTING BY 
WIRE COMPANIES 


Plan to Submit a Code for 
the Industry 


St. Louis, Mo., July 12.—A resolu- 
tion condemning the practice of tele- 
graph companies in _ distributing 
advertising literature and samples 
was adopted by the Advertising Dis- 
tributors of America at the final ses- 
sion of their annual three-day con- 
vention here July 8. 

News of the action taken at the 
meeting was wired immediately to 
the Interstate Commerce Commis- 
sion and to Frances Perkins, secre- 
tary of labor and Daniel C. Roper, 
secretary of commerce. Copies of the 
resolution were also sent to the at- 
torney general of the United States 
and the attorney generals of the 
various states, as well as to senators 
and representatives. 

The resolution asserted that “it 
has become a common and increas- 
ing practice for telegraph companies, 
organized and chartered to render 
telegraphic service to the public— 
public utilities that enjoy great and 
extraordinary privileges not afforded 
private enterprises—to engage in 
the purely private, collateral and 
non-public service business of direct- 
to-the-home distribution of advertis- 
ing literature and samples, and in 
this department of their business to 
employ boy carriers at wages ap- 
proximating one-half of that paid to 
adult carriers in private distributing 
agencies, which boy carriers are 
garbed in the same distinctive uni- 
form as worn by their messenger 
boys in the regular delivery of tele- 


grams and other telegraphic com- 
munications, thus giving false im- 
portance to the delivery of advertis- 
ing literature and samples because 
such uniforms have long been recog- 
nized and respected by the public as 
the symbol of urgent and vital com- 
munications.” 


Code Is Planned 


Other important action taken at 
the meeting included appointment of 
a committee to meet with a similar 
committee from the Exclusive Dis- 
tributors of America, meeting in In- 
dianapolis this week, to form a code 
of fair irade practices for the indus- 
try which can be submitted to the 
national industrial recovery adminis- 
tration for approval. It is expected 
that the report of this committee 
will be ready for submission to the 
board of directors of the association 
within a week. 

At the annual business meeting, 
Ralph L. Goodman, vice-president 
and general manager, Big 4 Adver- 
tising Carriers, Chicago, was elected 
president of the association, succeed- 
ing Jean Blum, Advertising Distrib- 
utors, Inc., San Francisco. 

Roy A. Ziegenfuss, president, 
Triple A Advertising Carriers, Inc., 
St. Louis, who was in general charge 
of convention arrangements, was 
named vice-president, and John F. 
Kelly, Molton Distributing Company, 
Cleveland, was re-elected secretary- 
treasurer. 


Elected Directors 


A. S. Crumbley, Crumbley Distrib- 
uting Company, Atlanta, and George 
Uber, Uber & Sons, Milwaukee, were 
elected to the board of directors for 
two-year terms, succeeding J. K. Van 
Arsdale, Up-To-Date Distributing 
Company, Louisville, and James V. 
Karney, Advertising Distributors, 
Inc., Buffalo. 

Holdover members of the board 
are M. L. O. Andrews, Andrews Ad- 
vertising Service, Houston, Tex.; 
Maxwell L. Ullman, Peck Distribut- 
ing Corporation, New York; Merle 
Spandau, Publicity Distributing Com- 


GUY S. OS 


THE WASHINGTON POST 


announces 


THE APPOINTMENT OF 


FRANK H. MEEKER 


270 Madison Avenue 
New York City 


as 


EASTERN ADVERTISING REPRESENTATIVE 


and 


360 N. Michigan Avenue 
Chicago, Ill. 


as 


WESTERN ADVERTISING REPRESENTATIVE 


BOTH APPOINTMENTS ARE EFFECTIVE AS 
OF JULY 7, 1933 


The Washington Post, under new ownership, makes these ap- 
| pointments as part of a program for advancement of the news- 
| paper, not only as a business entity, but in editorial service to 
| its readers, typographical appearance, and the numerous items 
which go to make a good newspaper. 


BORN, INC. 


HEADS A.D. A. 


— L. Goodman, vice-president 

and general manager, Big 4 Adver- 

tising Carriers, Chicago, new pres- 

ident of Advertising Distributors of 
America. 


pany, Pittsburgh and Cincinnati; 
and Arthur L. Adler, Cassidy, Inc., 
Philadelphia. 

In addressing the A. D. A. session 
Friday, Norman Lewis, vice-president, 
Chappelow Advertising Company, St. 
Louis, pointed out that more adver- 
tising of all kinds may be expected 
under the new recovery act than 
ever before, since prices will be 
stabilized and competition will have 
to be on a quality and service basis. 

John B. Barry, House of Hubbell, 
Inc., Cleveland, pointed out that the 
advertising carrier is finding the 
scope of his work increasing con- 
stantly, and detailed a variety of 
types of business which are now 
using such services advantageously. 


Large Exhibit 


“The product which the manufac- 
turer knows he cannot sell on price 
alone, such as a premium brew,” Mr. 
Barry said, “is going to be adver- 
tised effectively to the right homes 
and neighborhoods through advertis- 
ing carriers trained for the job.” 

Roy Ziegenfuss, as convention 
chairman and host to the gathering, 
directed the exhibit of mass plan 
advertising which included a demon- 
stration of how to get the front door 
opened with a smile from the house- 
wife. A wide variety of products 
which have been sampled in various 
parts of this country and Canada 
during the past 40 years were in- 
cluded in the exhibit. 

Mr. Goodman, new president of the 
distributors’ association, is peculiar- 
ly fitted for the post, members 
pointed out in electing him, because 
he served as “boy mayor” of Chi- 
cago, in connection with the annual 
observance of boys’ week, in 1916. 
He was chosen as U. S. supervisor 
of census for the fifth district of Illi- 
nois, including Chicago, in 1930, and 
was also vice-chairman of the Chi- 
cago Census Advisory Committee. 


Lynch, of Outdoor 
Field, Passes Away 


Oscar J. Lynch, 64, widely known 
in outdoor advertising ‘circles, died 
last week in Cleveland. He was con- 
nected with the Tooker Lithograph 
Company, New York, at the time of 
his death. 

He was prominent in theatrical 
and motion picture advertising when 
not connected with the outdoor me- 
dium, and made a financial success 
of the booking of the first long mo- 
tion picture shown in this country, 
“Dante’s Inferno.” 


Kaufmann in Charge 
of Business Page 


William D. Kaufmann, assistant 
classified advertising manager of the 
New York Times, has been given di- 
rection of business page advertising. 

The paper has improved the make- 
up of this section and added several 
departments. 


Wehmhoff Joints Hall 


B. J. Wehmhoff, technical director 
of the Government Printing Office, 
Washington, D. C., has been ap- 
pointed head of the newly created 
technical division of W. F. Hall 
Printing Company, Chicago and New 


York. 


—e 


JULY ADVERTISING LINEAGE IN MAGAZINES 


Standard 
1932 1933 
Atlantic Monthly..... 4,274 3,242 
Current History....... 882 1,062 
PUR cacesbadseceses 2,170 4,221 
EE SUMO sv osccsces 2,107 1,737 
BP rr Creer 5,889 5,025 
~ of Reviews... 4,393 4,585 
OPUOTS « ccccccnseses 4,302 3,413 

Total Group........ 24,017 23,285 
General 
MEGONORE cece ccccnnne 17,948 14,146 
American Boy........ 6,837 6,210 
American Girl........ 2,706 2,029 
American Golfer...... 13,289 8,408 
American Home...... ..... 3,474 
Arts & Decoration.... 8,267 4,515 
Bee. ~ tekewesadenetae #008 2,260 
Better Homes & 

CPGORR cccccccuses 10,304 8,034 
=»! er 9,565 9,430 
Pee avansee seen 2,017 2,668 
Christian Herald..... ..... 5,813 
Colleme Humor....... ssee- 4,354 
Cosmopolitan ........ 21,137 20,840 
Someery Laeeiasscs 8s cboes 7,525 
Extension Magazine.. 6,240 7,514 
PE caxvepedncesoe 17,222 21,725 
oe a, 9,471 
Home & Field........ 6,869 9,682 
House & Garden...... 11,407 11,036 
House Beautiful...... 4,137 5,659 
errr ee 4,508 4,497 
De céduSaelad ose6ss0e 7,724 6,364 
Modern Mechanix..... 7,124 5,630 
Motion Picture....... 11,703 12,049 
BUOTEe CRTs cciccccce coves 11,645 
National Geographic... 4,228 3,731 
Nation’s Business.... 15,105 11,701 
Omen. . BOOBs occcciccece 5,123 5,081 
PEE ok sccnecnecs 13,441 14,849 
Physical Culture 10,283 5,332 
PE  ceWeSWe soe ESer es cesar 7,648 
Popular Mechanics.... 10,001 7,429 
Popular Science....... 4,557 6,429 
OO PTT ery 13,115 11,271 
Be, BIGMOIRR. 4 o.0.000.+- 1,927 1,771 
Scientific American... 1,653 2,236 
DOPOREERE ceccccceces cove 8,847 
Silver Screen 7,165 
Sportsman 10,318 
in up RETR TCL eee 3,629 
True Confessions..... 5,521 5,862 
True Detective 

PPNUEEEED Sccccoscss vere 1,546 
True Romances,...... ssc» 4,136 
VORIET POP cccsccccecs 9,770 10,047 

Totes GROUP.» .0000- 271,623 326,492 
Women’s 
So eee eee ee 19,453 19,672 
VParmdr’s Wite....sse- 7,166 6,424 


Good Housekeeping... 35,305 29,844 
Harper’s Bazaar...... 24,769 = 21,844 
SO” eae 8,774 4,916 
Hollywood .........e. 4,356 3,848 
PEE din066es0Ge 8,604 6,565 
Junior League Maga- 

BIN] .nccccccsccccces 5,964 4,914 
Ladies’ Home Journal 29,829 32,145 
RE ee 34,727 31,966 
Bere 2,343 2,726 
Parents’ Magazine.... 7,293 9,176 
Pictorial Review..... 12,057 12,269 
ROR TEs «00000000 5,346 5,265 
Screen Play.......... 4,643 5,905 
Tower Magazines..... ..... 10,169 
BEM BlOCF cc csccccoecs 21,075 15,224 
WEED = sd8ao dcdeeas soo 34,040 29,028 
Woman's Home Com- 

re eee 26,698 28,809 
Woman’s World....... 17,136 4,511 

heed ———— 

Total Group........ 279,269 270,202 
Outdoor 
Field & Stream....... 10,380 8,512 
Fur-Fish-Game....... 4,673 5,349 
Hunter-Trader-Trapper 4,775 4,583 
Hunting & Fishing.... 6,694 4,681 
National Sportsman... 8,617 6,103 
Outdoor Life........0- 7,207 6,387 
Sports Aflield.......... 10,116 8,903 

Total Groep. ...cse> 52,462 44,518 
Mail Order 
UE ni iicn tan th eke 6 3,192 3,408 
Gentlewoman ........ 3,280 2,151 
Good Stories.......... 3,239 3,293 
RSS Pee ae 13,715 13,313 
Home Circle.......... 1,789 1,666 
DE. 9nd p-chaeenede ce 1,927 520 
*Pathfinder ......c0.- 5,805 3,160 
Sovereign Visitor..... 795 900 

Total Group........ 33,742 28,411 
Weeklies & +Semi-Monthlies 
American Weekly..... 83,553 55,349 
Business Week....... 22,754 13,571 
SGD acssecrencese 57,409 53,275 
yg, TTT eee Ee 13,844 15,184 
BONED 2 cacececesssoe 19,078 16,504 
Literary Digest....... 29,094 20,616 
Mew TerkeP....sscoses 55,474 59,523 
Saturday Eve. Post...129,505 101,431 
 ganeeshe hr phasee 49,053 60,006 
*Town & Country..... 26,358 23,482 


Total Group... secs 486,122 418,941 


*June Figures. 


—National Advertising Records, Pub- 
lished by The Advertising Record 
Company, Inc. 


See More Copy 
As Result of 
Van Camp Sale 


Indianapolis, Ind., July 13.—Three 
advertising programs may grow 
where only one grew before, as a re- 
sult of the sale of the Van Camp 
Packing Company interests under 
bankruptcy proceedings, advertising 
men here believe. 


The property, business and good 
will of the packing company and two 
of its principal subsidiaries, Van 
Camp Products and Van Camp Oil, 
were sold to three separate corpora- 
tions which will carry on three sep 
arate businesses. The total purchase 
price of the property sold, which was 
set up in the bankruptcy schedules 
as having a book value of nearly 
$18,000,000, was $888,000. 

Van Camp’s, Inc., a new company 
organized by Stokely Bros. & Co., 
Louisville, successful bidder for the 
Indiana properties and business, has 
announced that an advertising cam- 
paign featuring Bean Hole Beans 
and puréed vegetables is part of its 
plan of operation. 

The Louisville plant of the old 
Van Camp organization, which was 
devoted to the manufacture of edible 
oils, vegetable shortening and soap, 
has been acquired by the Durkee 
Famous Food Products Company. 
The Baltimore plant, where Pom- 
peian and Romanza olive oil were 
made, was bought by the Pompeian 
Olive Oil Corporation, of Baltimore. 

The Van Camp company is be- 
lieved to have been the first canning 
company in the United States to 
adopt national advertising as part of 
its sales plan, inaugurating this plan 
of promoting sales in 1890. 


Hoyt Boylan Named 
N. A. E. A. Secretary 


Alvin R. Magee, Louisville Courier- 
Journal and Times, and new presi- 
dent of Newspaper Advertising Ex- 
ecutives Association, has announced 
the appointment of Hoyt F. Boylan, 
advertising director of the Palla- 
dium-Item, Richmond, Ind., as secre- 
tary and treasurer of the association. 


Collier Opposes 
Bankruptcy Action 


Creditors of Barron G. Collier, Inc., 
New York, met this week with a fed- 
eral referee at Tampa, Fla., to deter- 
mine whether to grant an extension. 
The meeting was adjourned after 48 
claims were filed, and after Mr. Col- 
lier was given three years extension. 

Declaring that his liabilities are 
about $17,000,000 and his assets 
about $40,000,000, Mr. Collier has 
sought to take advantage of the new 
federal law permitting debtors time 
to meet obligations. 


Can’t Announce Prices 


A uniform zoning and clearance 
schedule drawn up by Motion Picture 
Theater Owners of Wisconsin and 
Upper Michigan, Inc., provides that 
no newspaper advertising for first or 
subsequent run theaters in Milwau- 
kee county shall contain any men- 
tion of the admission price. The 
only exception is in cases where a 
change in price is made, and then 
the new price may not be advertised 
for more than seven consecutive 
days. 


Fehn and Hollander 
- Receive Promotions 


Following settlement of the estate 
of the late Benjamin Boss, E. J. 
Fehn has been elected vice-president 
and publisher of the Evansville, Ind., 
Morning Courier and Evening Jour- 
nal and A. G. Hollander has been 
named secretary of the company and 
business manager for the papers. 

Both men began their careers as 
office boys on the Morning Courier. 


Rules on Cheese Sales 


The sale of American cheddar, 
colby or washed cured cheese con- 
taining more moisture than the legal 
maximum of 39 per cent is author- 
ized under a new law just signed 
by Gov. Schmedeman of Wisconsin, 
provided that cheeses containing 
such excess moisture must announce 
the moisture content on either the 
cheese or its container in figures at 
least three-eighths of an inch high. 


Heth Falls to Death 


James B. Heth, Jr., a salesman for 
the Conde Nash publications, was 
killed by a fall from a twenty-third 
story window of the building at 307 
N. Michigan Ave., Chicago, July 12. 
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29,844 
21,844 
4,916 
3,848 
6,565 


4,914 
32,145 
31,966 

2,726 
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12,269 

5,265 
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28,809 
4,511 
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ADVERTISING AGE 


By Shipley T 


homas 


Br OKEN Pre CEDENTS 
... TODAYS BIGGEST News 


“Yesterday's Sin—Today’s Virtue” as 
Collier’s points out in an editorial in the 
July 22nd issue on the Industrial Recovery 
Law. The old rules must be constantly re- 
written —the old games modernized — new 
players developed. 

Long before the New Deal, Collier’s knew 
that open-mindedness and constructive 
change are vital to the making of a modern 
magazine— just as they are to the distribution 
of farm produce or the cure of unemployment. 


So Collier’s built its staff of active, young- 
minded editors and exclusive writers. It 
turned them loose to write about things as 
they are—not as somebody said they should 
be. Davenport, Kennedy, Shepherd, Flynn, 
Creel, Courtney, White, Aimee Larkin—and 
now Ray Tucker, star Washington corre- 
spondent, who will represent Collier's exclu- 
sively in the national capital. Reporters of 
this changing world—who get under the 
surface of things—write on the spot, not 


from an office desk. 

They have broken plenty of publishing 
precedents—slaughtered many a sacred cow. 
And they have helped to create for Colliet’s 
a new leadership among magazines by attract- 
ing the keen, open-minded, alert citizens in 
every community who are making things 
move in this Amerfica. 

The publication that sets the modern edi- 
torial pace is obviously best qualified to sell 
modern merchandise. 


(o llier’s ~ OR ACTION / 
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John O. Mann Joins 
Auto Dealers’ Group 


John O. Munn, vice-president of 
Sterling Beeson, Inc., Toledo, 0O., 
agency, has been appointed secretary 
of the National Automobile Dealers’ 
Association, and assistant to F. W. 
A. Vesper, president and general 
manager of the association. He will 
make his headquarters in St. Louis. 

Mr. Munn, who at one time was 
in the advertising department of 
Willys-Overland Company, and more 
recently has conducted a marketing 
service for automobile dealers, will 
retain his interest in the Toledo 
agency. 


Hadley to Direct 
Columbia’s Copy 


Earl L. Hadley, advertising man- 
ager of Grigsby-Grunow Company, 
Chicago, is now also directing all 
advertising of Columbia Phonograph 
Company, a subsidiary. 

Space orders for Columbia are now 
being placed by the Chicago office of 
Erwin, Wasey & Co., which directs 
Grigsby-Grunow advertising. 


Has Textile Account 


Fertig, Slavitt & Gaffney, Inc., 
New York, has been appointed by 
Wm. Openhym & Sons, New York, 
selling agents for Openhym velvets. 
Lloyd Fisher is the account execu- 
tive. 


KONJOLA FOUNDER 
HAS NEW TONIC 


Cincinnati, O., July 13.—Gilbert H. 
Mosby, who gained fame and fortune 
once with Konjola, and who is now 
attempting a comeback with his new 
“A to Z’” antiseptic put up in atom- 
izer bottles, will announce the addi- 
tion. of a tonic to be known as “In- 
dovin™ to his line about Aug. 1, he 
told ADVERTISING AGE today. 

The name “Indovin” was coined to 
give an oriental and mysterious at- 
mosphere to the new product, which 
like Konjola will be. non-alcoholic, 
Mr. Mosby admitted frankly. 

In line with his fervent belief that 
the utility of its container has much 
to do with a product’s sales;“‘Indovin” 
will be packaged in large, unique 
bottles of cylinder shape which will 
be topped by a measuring cup. The 
container for “A to Z” antiseptic, 
which was reproduced in the June 
24 issue of ADVERTISING AGE, acts as 
a self-contained atomizer, a slight 
pressure on the top releasing a fine 
spray of the contents. 

Mr. Mosby is enthusiastic about 
the prospects for this antiseptic. “A 


to Z is bound to be a success,” he 
said, “because, first of all, it is a 
good antiseptic; second, its container 
is novel, attractive and economical; 
and third, its atomizer top sprays 
1,400 mist-like applications to the 
bottle.” 
Extends Distribution 


The product, which has been sales- 
tested in Cincinnati for several 
months, will be merchandised 
throughout the state next month, 
with wider distribution expected 
shortly. 

As for the business of Konjola, 
Inc., which he founded and in which 
he is still a stockholder, Mr. Mosby 
pointed out that the large advertising 
appropriations he sponsored during 
the time he headed the company 
have helped so greatly in sustaining 
sales of the product that the com- 
pany, recently in receivership, is now 
making money. 


Listeners Advertise 
Program They Like 


KMOX, St. Louis, has received let- 
ters and clippings from two listeners, 
one in Fulton, N. Y., and the other 
in Pine Bluff, Ark., showing that 
these listeners bought space in their 
local newspapers to advertise the 
KMOX Farm Folks Hour because 
they enjoyed it so much they wanted 
others to know about it. , 


Date for Boston 


Conference Is Set 


The Fifth Boston Conference on 
Retail Distribution will be held at 
the University Club, Sept. 18-19. The 
annual forum on retailing is spon- 
sored by leading trade groups and 
business schools, with Daniel Bloom- 
field, manager, Retail Trade Board, 
Boston Chamber of Commerce, in 
charge. 

The themes of this year’s confer- 
ence are The New Deal in Distribu- 
tion and- Fundamental Economic 
Changes in Distribution. 


Mercready Starts 


New Jersey Agency 


Herbert V. Mercready, president 
and treasurer of Mercready-Phelps 
Company, Plainfield, N. J., advertis- 
ing agency, has sold his interest in 
that agency to W. Edgar Wheaton, 
Jr. and Robert M. Shepherd, who 
will operate the business under its 
present name. 

Mr. Mercready has_ established 
Herbert V. Mercready Advertising at 
Garwood, N. J. 


May Ban Beer Signs 


Signs of any kind, inside or out- 
side of windows, advertising the 
price of beer, would be prohibited 
under an ordinance just drafted by 
> Milwaukee, Wis., common coun- 
cil. 


“WHERE TO BUY IT” 
ACTUALLY INCREASES 
“DEALERS’ SALES 


Here’s what they say of this 
dealer identification service 


FRIENDLY FIVE SHOES — Macon, Ga. 


“This service offers an ideal tie-in with the Jarman 
Company’s advertising and identifies our store as their 


retail outlet.” 


LOCKHEED BRAKES — Chicago, Ill. 


“Many new customers have been directed to us through 


this medium.” 


MIMEOGRAPH — Charleston, W. Va. 
“,.. not only satisfactory, but quite a help and as- 


sistance.” 


G. E. REFRIGERATORS — San Francisco, Calif. 


“Our business has enjoyed a material benefit from 


Trade Mark Service.” 


RAYBESTOS BRAKE LINING —Indianapolis, Ind. 


“Because of the calls which come from our ‘Where to 
Buy It’ listing, we can not afford to be without it.” 


RCA VICTOR RADIOS —New York, N. Y. 


“We found a considerable increase in the number of 


inquiries we received.” 


INS. CO. OF NORTH AMERICA — Philadelphia, Pa. 


“The results obtained have been excellent and cer- 
tainly more than warrant the expenditure. We regu- 
larly obtain inquiries from this source.” 


BUICK AUTOMOBILES — Chicago, Ill. 


“It has not only been valuable in the selling of cars, 
but it has aided in bringing in service customers.” 


TOLEDO SCALES — Dayton, Ohio 


“I firmly believe that the Toledo Scale Trade Mark 
listing has been instrumental in bringing us business.” 


EXIDE BATTERIES —Los Angeles, Calif. 


“We wish to express our appreciation ... It has brought 
us new customers who became steady ones.” 


How “WHERE TO BUY IT” Service works 


“Where to Buy It” definitely links the authorized dealers with the advertised 
brand they carry in stock. This is accomplished by having these dealers listed 
below the manufacturer’s trade mark in classified telephone books wherever 
distribution warrants. To complete the tie-up, the manufacturer’s advertising 
refers to these dealer listings. “Where to Buy It” Service makes advertising 
results more certain, checks substitution. Telephone or write Trade Mark 
Service Mgr., American Tel. and Tel. Co.; New York address, 195 Broadway, 
(EXchange 3-9800); Chicago address, 311 West Washington St.,.(OFFicial 9300). 
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HIRAM WALKER 
TO BUILD HUGE 
U.S. DISTILLERY 


Detroit, Mich., July 13.—Plans for 
the establishment at Peoria, IIl., of 
what is described as the largest dis. 
tillery of alcoholic beverages in the 
world, five times as large as the com- 
pany’s plant in Walkerville, Ont., 
were announced this week by Hiram 
Walker-Gooderham & Warts, Ltd. 

Intention of the firm to invade the 
American market to take advantage 
of the new prescription liquor regu- 
lations and in anticipation of prohi- 
bition repeal was foretold in the July 
8 issue of ADVERTISING AGE. 

The distillery will be owned and 
operated by Hiram Walker & Sons, 
Inc., subsidiary of the larger firm. 
Already incorporated in Michigan, 
the subsidiary has now been granted 
a charter by Illinois for manufac- 
ture and sale of liquor. 


Await Word on Advertising 


The initial investment, according 
to the company’s announcement, will 
exceed $1,500,000 for construction 
alone, to be followed by further ex- 
penditures contingent upon repeal of 
the eighteenth amendment. Adver- 
tising plans also rest upon that con- 
tingency, and upon the official sanc- 
tioning of liquor advertising. 

Only whiskey and gin will be dis- 
tilled at the Peoria plant, W. J. 
Hume, president and general man- 
ager, said. 

While plans for the plant already 
are being drawn, construction will 
not begin until Jan. 1, when it is be- 
lieved repeal will already be an ac- 
complished fact or at least an im- 
mediate certainty, he said. 

The site, Mr. Hume explained, was 
chosen because of its proximity to 
the corn belt, the availability of nu- 
merous railroad routes and the abun- 
dance of cold water that could be 
welled 60 feet below the ground sur- 
face. 

While several distilleries, both 
pre-prohibition and newly formed, 
are known to be organizing for an 
attack on the vast new market that 
prohibition repeal would create, the 
Walker announcement is believed to 
be the first definite public commit- 
ment in that direction. 


Kathleen Morgan 


Picks Jimm Daugherty 


Advertising of Kathleen Morgan, 
Inc., beauty products, has been 
placed with Jimm Daugherty, Inc., 
St. Louis. 

A series of daily radio programs 
is now being released to stations 
throughout the middle and south- 
west, and other stations will be 
added as sales representation is ex- 
panded. 


Heads Typographers 


William L. Connolly, Pawtucket, 
R. I., was elected president of New 
England Typographical Union at the 
annual convention held in Newport, 
R. I. Jesse W. Buss, Concord, N. 
H., was re-elected secretary-treas- 
urer. It was also decided to change 
the organization’s name to New Eng- 
land Conference of Typographical 
Unions. 


Fight Radio Change 

Radio Stations WLAP and WHAS, 
Louisville, the latter operated by 
Louisville Courier-Journal and 
Times, have filed objections to the 
decision of the Federal Radio Com- 
mission authorizing WFIW, Hop- 
kinsville, Ky., to move its plant to 
Louisville. 


Open Mexican Office 


Conquest Alliance Company, New 
York, international radio station 
representatives, has opened an office 
in Mexico City. Conrad C. Velasco 
is in charge. 


Kurlash to Ayer 


The Kurlash Company, Rochester, 
N. Y., maker of eye beauty products, 
has placed its account with N. W. 
Ayer & Son, Inc. 


C 
h 
I 
C 
f 
t 


7 | ee fF July 
pie rrr — os 
Na — a 
| | 
| 
i —— at 
ee new 
i sore 
i price 
ie _— 
ae quali 
ae Mac 
gee re 
cae AG tisin 
hones told 
See trusi 
ie Ju 
sais lll — of 
‘eo - gent 
wa i ties, 
om ee pric 
Bele will 
oe | | | me 
4 ag ah Fn _____________________ ing | 
- suce 
won 
ous 
was 
egal 
, “ 
es 1 
ili stal 
in ( 
ao a = 
nae a 
ices sto! 
put 
im] 
eet 3 dea 
i Pie. Ge sell 
ae eco 
as ii oor 
pul 
7 tan 
aa ee 
ie eee th 
oO eet the 
si = ” cla 
ae es | i 
dis 
na hi 
try 
ae a 
ies ees L ttC(‘(‘COC*dr 
va 
a Bo pe 
€ _ OE Toe —— i 
Pe 
ae _ ss 
ie tu 
aie . 
pints s 
a . 
m 
Sa la aa fa 
di 
w 
n 
tl 
ti 
n 
vee Digg EI "ge aad Leben gs ern —T . use” : 
Fe7) me * prose : 
one 27 (Co [Rr A. 7a) get 8 
ae? ¥ are gixtED cont - — 
t/a 7 | eee o Ce 
vo Ooer, wrae, ies. a ; prisk = preity 3 ‘ 
Sas Se ae eS * 
apm, tae ee Oh 4 
ly otha hte COE alee no ae 
| ripe Cain ss eae ee git \ 
a’ iy ch ' 1 Soe U 4 7 ‘ 
Se ce) Be egg 20 oe | | _ 
isi a, 2 gaa —- a owBE ae’, a \" 
& : Peeing, me | en By 22 ; / f yi z : of pare® Soe? wa ie j 
Lids ee ie | Wh i" er eet ay eee 
— wT 
. 1 
: Oe ES MM i ait a ates Pe Seed lee Gals ies Rares aes ae tr oe 3 si E ae es ne Mya ose . 2a Se oaear og! ere Nip ge Soe Sane eer oe See : : : & 
eee tec ree MM eel aN Sc Dy MI a Ss a aaa alas sie ay tie ie etary a ae 
pot Dg a Sa Dieta seg od SO co 9. ee i es Mn ava pee, gies ce yet? meets O72 i 7S <Oceieeeed OT Rages a otk ; 
me te ON ceigh (ig as, alae a re a ee Paty, <a Oe) ee EO cS." lenient ae Rees i eee Te ages ea Bees ct Fees ee 


933 


ster, 
icts, 


ADVERTISING AGE 


13 


July 15, 1933 


BETTER COPY 
UNDER “NIRA” 
IS FORECAST 


Women Hear of Opportunity 
in Advertising 


Atlantic City, N. J., July 13.—The 
new deal with its government-spon- 
sored codes of fair competition and 
price regulation not only will boost 
advertising but will force a higher 
quality of copywriting. Esther Belle 
MacGugin, head of E. M. MacGugin 
Company, Cleveland, financial adver- 
tising and publicity organization, 
told the National Association of Al- 
trusa Clubs here last week-end. 

Just as the proposed elimination 
of loss leaders and price-cutting will 
force the housewife to more intelli- 
gent shopping and studying of quali- 
ties, the sameness of product and 
price under government regulation 
will force keener competition, Miss 
MacGugin predicted, with advertis- 
ing playing “a greater part than ever 
before.” 

The Altrusa Clubs are composed of 
successful business and professional 
women organized along lines analog- 
ous to Rotary clubs. Miss MacGugin 
was chosen to tell the convention del- 
egates of prospects in her field. 


See Better Advertising 


“Within the last week,” she said, 
“I have interviewed ten of the out- 
standing friends of good advertising 
in Cleveland, including executives of 
well-known national agencies, adver- 
tising heads in large department 
stores and financial institutions, and 
publishers. 

“All agreed that one of the most 
important objectives under the new 
deal will be to study advertising it- 
self and bring about better and more 
economical methods in advertising, a 
better appreciation of what consti- 
tutes good advertising and a better 
public appreciation of the impor- 
tance of advertising as a selling 
force.” 

“The reason so much advertising 
does not produce results is that it is 
superior to the service it is trying to 
sell—the advance notices are better 
than the show,” Miss MacGugin de- 
clared. “You cannot sell good mer- 
chandise on poor advertising, but 
neither can you sell poor merchan- 
dise on good advertising. 

“The new advertiser tries to prove 
himself a mighty factor in the indus- 
try; consequently he often uses pre- 
tentious phrases instead of the sim- 
ple, straightforward language that is 
vasty more effective. 

“There isn’t so much difference in 
people. A man won’t listen if he is 
not interested. He won’t read if not 
interested. He won’t buy if not in- 
terested. 

“Some people still think they can 
turn advertising on and off like an 
electric light without throwing away 
money in tragic sums. Neither good- 
will nor money in the bank vanishes 
the minute one stops adding to it. 
Unlike money in the bank, however, 
goodwill starts spending itself the 
moment you stop adding to it. The 
fact that one cannot see goodwill 
dissipate does not alter that fact.” 

Miss MacGugin said frankly that 
while there are famous woman states- 
men, sculptors, artists and writers, 
there has not yet been a great adver- 
tising woman. But, she said, “the 
next century will see woman out of 
the experimental stage and the ama- 
teur ranks, in line with the profes- 
sional advertising counsellors.” 


R. F. Walker Joins 


Blackett-Sample 


R. F. Walker, formerly with the 
Chicago office of Erwin, Wasey & Co., 
has joined the staff of Blackett-Sam- 
ple-Hummert, Inc., Chicago. 

Advertising of Sprague, Warner & 
Co., Chicago, makers of a line of 


food products, has been placed with 


“Radioland” Launched 
by Fawcett Publications 


A new monthly magazine, Radio- 
land, will make its appearance on the 
stands July 21. The _ publication, 
which will be edited by Frederick 
James Smith of New York, will be 
published by Fawcett Publications, 
Inc., Minneapolis, who also publish 
Hollywood, True Confessions, Start- 
ling Detective, Screen Book and a 
number of other publications. 

The publication will be a 96-page 
magazine, and will sell for 15 cents. 


Eddie Cantor Cigar 


W. H. Snyder & Sons, Windsor, 
Pa., have introduced the Eddie Can- 
tor Cigar, retailing at five cents. 


Bar ‘Sponsor’ 


For Reception 
Of Air Fleet 


Chicago, July 13.—Enterprising 
advertisers who were dallying with 
the idea of “sponsoring” the arrival 
of Gen. Italo Balbo and his daring 
fleet of 24 Italian seaplanes at A 
Century of Progress next week had 
their dreams rudely dispelled by a 
curt announcement from the Italian 
embassy in Washington that the 
event is not to be commercialized in 
any way. 

Both of the big broadcasting com- 


panies have arranged to broadcast 
the event, not only throughout this 
country, but the world, by short 
wave. 


Neither of them sought a sponsor 
for the event, but were “felt out,” it 
is said, by one or two advertisers 
who saw tremendous possibilities in 
such exploitation. Before either 
chain could rule on the question, the 
ultimatum from Washington decided 
the issue for them. 


The chains are making elaborate 
preparations for the Balbo recep- 
tion, now expected next Monday. 
Airplanes will be sent out by the 
broadcasting companies to meet the 
Italian air fleet and millions of lis- 
teners will be “in” at the end of the 
epoch-making flight. 


Phillips Tests 
Premium Idea 


Charles’ H. Phillips Chemical Com- 
pany, New York, maker of Phillips’ 
Dental Magnesia, is running a 30-day 
test campaign in Chicago, featuring 
the free distribution of a platinum 
banded glass with the purchase of 
one tube of tooth paste at the reg- 
ular price of 25 cents. 

The offer was featured in large 
newspaper space. 


Offers Booklets 


Charles Perry Weimer, artist, 424 
Madison Ave., New York, has issued 
an interesting booklet depicting his 
unusual technique in black and 
white illustration. Copies may be se- 


cured without main from his office. 


To travel, to seek out excitement, and pleasure for pleas- 
ure’s sake, is one side of every woman's life. This mood of 
romance, this need for recreation, is met by stories and 
articles in the first section of the new McCall's Magazine— 


MeCALL’S FICTION and NEWS 


ROWDED DAYS! Company arriv- 

ing. A house to arrange. Meals to 
plan. Children to watch. Hair to wave. 
Clothes to buy. 

Every woman is compelled by her 
activities to lead a triple life. She must 
play at least three réles—and do all of 
them well. She has her own life to lead, 
recreation, romance, and amusement. 
She must be head of her household—an 
efficient, economical housekeeper; a 
thoughtful, understanding mother. And 
she must care for that precious thing, her 
appearance, her personal charm. 

Into this triple life, McCall’s has 
brought three magazines in one—a triple 
manual of modern living. McCall’s Fic- 
tion and News, McCall’s Homemaking, 


the latter agency. 


McCall’s Style and Beauty. All three 


Are her thoughts on the practical business of running a 
home? Expert help on the exacting task of simultaneously 
managing the house, the meals, and the children, is collected 
Sor her on the pages of McCall’s second section— 


McCALL’S HOMEMAKING 


magazines bound together as a unit, 
make up the new McCall’s. 

See what this does for the advertiser 
as well. Now, asin the successful depart- 
ment store, like can be grouped with like. 
Is she amusing herself with fiction? Paint 
her a picture of your newest contribution 
to pleasure. Has she for an hour dreamed 


THREE MAGAZINES IN ON 


— the New MSECALLS matches her lriple life 
with a riple manual of modern living... | 
Vi 


lee 


Staying young and charming in spite of her busy life is a 
pleasurable task to which every modern American woman 
gives concentrated attention. For advice on clothes, and the 
intimate care of herself as others see her, she turns to 


MeCALL’S STYLE and BEAUTY 


of redecorating the living-room? Show 
her your product then, while she is in the 
mood. Is she reading of new fall clothes? 
Tell her what to do about her complex- 
ion, or her figure. She is ready to listen. 

In the new McCall’s there need be no 
fear that advertisers will say the right 
thing to the right woman at the wrong 
time, and dilute the force of their mes- 
sages. For by opportune placement of 
advertising, the new McCall’s offers its 
advertisers the advantage of readers in 
the mood to listen. McCall’s Magazine, 
230 Park Avenue, New York City. 


Lhe New 


M‘CALLS 
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Credit Bureau Moves 


Advertising Agents Credit Bureau, 
New York, recently organized firm of 
credit and collection specialists in 
the advertising field, has moved to 
the Corn Exchange Bank Bldg., 
Eighth Ave. and 42d St. 


Acme Has Agency 


Acme Card System Company, Chi- 
cago, has placed its account with 
Reincke-Ellis-Younggreen & Finn, 
Chicago. Magazines, business papers 
and direct mail will be used. 


Joins Representatives 


Marshall Shepperd, at one time in 
the publicity department of General 
Electric Company, has joined the 
Chicago office of College Publishers’ 
Representatives, Inc. 


Automobile Code 
Not to Include 
Price Agreement 


Detroit, Mich., July 13.—Price 
agreements permitted under the in- 
dustrial recovery act, as an exception 
from the Sherman anti-trust law, are 
not being considered by the National 
Automobile Chamber of Commerce 
committee convening here to draft a 
code of competition, spokesmen for 
the industry revealed this week. 


Agreements of this nature would). 


not be possible in their industry, 
they said. 
Approximately three weeks or a 


month, it is believed, will elapse be- 
fore the trade code is ready for sub 
mission to Washington. 

The retail division of the industry, 
represented by the National Auto 
mobile Dealers’ Association, has al- 
ready drafted its code, as reported in 
the July 8 issue of ADVERTISING AGE. 


Cannon in New Field 


Joseph W. Cannon, Jr., for nine 
years western advertising manager 
of Plumbing and Heating Trade 
Journal, has resigned to join a Chi- 
cago investment securities house. 


Kelvinator Boosts Wages 


G. W. Mason, president, Kelvinator 
Corporation, Detroit, has announced 
a wage increase, averaging ten per 
cent, for all Kelvinator employes. 


Sells Drawing Books 


Baltimore Salesbook Company, 
Baltimore, Md., has introduced 
“Dotto Mystery Drawing Book,” a 
unique drawing book for children, 
which it is offering to national ad- 
vertisers for use as a premium. 


Staples Joins Agency 
George M. Staples, for six years 
with C. N. Mullican Company, Louis- 
ville, has joined C. V. Nunemacher 
Company, Louisville agency, as ac- 
count executive. 


Buffalo Admen Frolic 


Members of Greater Buffalo Adver- 


tising Club will hold their annual | “ 


summer stag outing at the summer 
home of Ed Meyer on Grand Island, 
July 18. 


Forward! « 


V V ITH a stout heart Chicago built A Century of Progress 
Exposition in the face of heavy odds. 


(The New York Journal) reaches a market as large as the 


American’s! 


It is a success! Great crowds throng Chicago. Business 
is better. This city moves definitely forward to a new 
prosperity. 7 


ee ee 


A sleeping giant of Wants is awakening. Homes are to be 
built, modernized, or refurnished. Mother and Sister have 
skimped on their wardrobes, too, long enough. Dad and 
- Junior feel the same way about it. 

Consider these accumulated wants in well over 400,000 
Chicago American families. They represent an enormous 
market for merchandise —bigger than Cleveland, or Detroit, 
or Los Angeles. 


Only one other evening newspaper in the United States 


Chicago American families will buy —at the very lowest 
estimate —half a billion dollars ($500,000,000) worth of mer- 
chandise during the next year. 

No advertiser with level judgment can ignore a market 
of that size. It is vital to Chicago coverage. 


* * *K x 


Not only in size, but in the urge to spend, the Chicago 
American market has leadership. 

For the Chicago American caters to a ‘‘younger’’ market 
—to those ‘“‘who are or who think under 40”’. People who 
are getting ahead, enjoying life, spending more. Only in 
this light can Chicago American readers be understood, 
and their greater urge to spend appreciated. 


CHICAGO AMERICAN 


a g00d newspaper 


ont A MIGHTY MARKET FOR MERCHANDISE 


National Hepreceatatives: Rodney E. Boone Organization 


AGENCY CLIENTS — 
GET LATEST ON 
U.S. STRATEGY 


Ketchum, MacLeod & Grove 
Sponsor Meeting 


Pittsburgh, Pa., July 13.—While 
some degree of price-fixing and 
some control over production must 
come a little later,” government reg- 
ulation of industry under the indus- 
trial control bill will not be as rigid 
as feared in some quarters. In other 
words, there will still be plenty of 
room for individual initiative and 
enterprise. 

That was the consensus expressed 
following a recent meeting of local 
business men and advertisers, includ- 
ing clients of Ketchum, MacLeod & 
Grove, Pittsburgh advertising agency, 
under whose auspices the meeting, 
the first of its kind, was held. 

Speakers were Congressman Clyde 
Kelly, one of the authors of the bill, 
and Col. Willard T. Chevalier, head 
of the manufacturers’ division of the 
American Road Builders Association 
and publishing director of Engineer- 
ing News-Record and Construction 
Methods. 

The former said there will be no 
attempt to enforce any hard-and-fast 
rules as to maximum hours of labor 
on all industries. Each industry will 
have considerable leeway. The 
codes, however, must provide specific 
information on wages. Public utili- 
ties and railroads will not be affected 
by the new law, since they are al- 
ready regulated. 


Price Maintenance Allowed 

Congressman Kelly also empha- 
sized the fact that maintenance of 
resale prices by manufacturers is le- 
galized in Section 4 of the act. He 
explained that the government will 
exercise its power to curb imports if 
they threaten to disturb the price 
levels established by the law. 

The Sherman anti-trust law, he as- 
serted, was originally intended to 
curb cutthroat competition, but 
failed in its purpose. The new act is 
in accord with the intent of the older 
one. 

Col. Chevalier said that many of 
the control regulations were put into 
the bill primarily to prevent dissipa- 
tion of the effort being poured into 
industry by the government through 
the public works grants. 

“The whole movement to date,” he 
said, “has been like a three-legged 
stool. First, there was inflation or 
the threat of inflation, which gave 
the initial lift te the price range. 
Second, there was the public works 
bill to give the purchasing power to 
sustain the higher price levels. 


Insures Success 


“Third, there is the control ma- 
chinery to insure that the second ef- 
fort will be effective. You can pic- 
ture the public works bill as a steam 
engine, generating power, and the 
control provisions of the bill as a me- 
chanic going along the steam line, 
packing the joints and preventing 
leaks that would sap this power. 

“If the government had poured 
three billion dollars or any other 
amount, into industry with the dis- 
organized price structures we have 
seen recently, contractors and supply 
manufacturers would have been 
forced by competition to take the 
orders at cost or less, labor would 
have been exploited again, and the 
net result would have been no profit 
for anyone—no increase in the pur- 
chasing power of the nation as a 
whole.” 

George Ketchum, president of 
Ketchum, MacLeod & Grove, presided 
at the meeting. 


Smith in New Post 


W. W. Smith, formerly an account 
executive with the Chambers Agency, 
Louisville, has joined American 
Medicinal Spirits Corporation, Louis- 
ville, in charge of the publicity and 
direct mail advertising department. 
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BOOK REVIEWS 


25 YEARS OF 
SUNKIST COPY 


Los Angeles, Cal., July 13.—To 
celebrate the silver anniversary of 
its first advertising campaign and its 
40th birthday as a marketing or- 
ganization, California Fruit Grow- 
ers’ Exchange has issued a hand- 
some “plan book” which describes 
current advertising and merchandis- 
ing plans for Sunkist products, and 
also give an interesting glimpse of 
the history of Sunkist advertising, 
and a synopsis of the market analy- 
sis upon which the marketing plans 
are based. 

The 72-page booklet, bound in sil- 
ver covers, is profusely illustrated 
with reproductions of Sunkist adver- 
tisements, past and present, which 
give an unusually interesting picture 
of the marketing activities of this 
pioneer cooperative movement which 
has invested almost $17,000,000 in ad- 
yertising since its inception, with its 
initial annual appropriation of $7,000 
growing to a peak figure of almost 
$2,000,000. 

The booklet reveals that the name 
“Sunkist” was adopted in 1908-09, 
and that orange spoon premiums 
were first used in the following year. 


Introduce Extractor 


Car cards were made one of Sun- 
kist’s advertising mediums in 1910- 
11, and the first copy was run in the 
Saturday Evening Post during the 
1913-14 selling season. 

In 1916-17 the juice extractor was 
introduced as a merchandising fea- 
ture, and in succeeding years a vari- 
ety of appeals and numerous forms 
of strategy have been used in the 
successful effort to make Sunkist cit- 
tus fruits necessities in the nation’s 
diet. 

Plans for the current season in- 
clude the publication of more than 
26,000,000 individual Sunkist orange 
advertisements in magazines, all in 
color, according to the _ booklet. 
Magazines retain an important part 
in the company’s sales plans, al- 
though the current campaign calls 
for expanded use of newspapers, as 
well as a comprehensive outdoor and 
car card drive, backed up by direct 
mail and numerous forms of dealer 
help. 


_|Hutchinson Agency 


Increases Staff 


Joan M. Rock and Elizabeth W. 
Stubbs have joined the staff of 
Hutchinson Advertising Company, 
Minneapolis. Miss Rock, who will 
act as special contact executive on 
accounts having a feminine appeal, 
was formerly a consultant in New 
York and at one time was head of 
the home service department of 
Standard Brands, Inc. 

Mrs. Stubbs, who will handle copy 
for women’s items, was formerly ac- 
count executive and copywriter for 
Aubrey and Moore, Chicago, and be- 
fore that assistant advertising man- 
ager of Chas. A. Stevens & Bros., Chi- 
cago specialty shop. 


School Has Agency 


The American School of Home 
Economics, operating a correspon- 
dence course in domestic science, has 
placed its account with Reincke-El- 
lis-Younggreen & Finn, Chicago. 
Magazines and trade papers will be 
used. 


Thomas Is Promoted 


H. C. Thomas, formerly assistant 
to the general works manager of 
Westinghouse Electric & Manufac- 
turing Company, East Pittsburgh, 
Pa., has been appointed sales man- 
ager for the Micarta products divi- 
sion of the organization. 


Names Representatives 


Roy McDonald, San Francisco, has 
been named western advertising rep- 
resentative for Western Brewer, Chi- 
tago. Dan Loeb has been trans- 
ferred from the Chicago office of the 
publication to New York, where he 
will direct eastern sales. 


Carriers Get Trip 


The Terre Haute, Ind., Tribune 
and Star recently rewarded 112 car- 
riers who had secured 20 new sub- 
scribers each with a trip to the Cen- 
tury of Progress at Chicago. J. C. 
Hanrahan, Tribune circulation man- 
ager, and Mrs. Hanrahan piloted the 
group. 


Scott to Fox Film 


Clyde Scott, formerly art director 
of Hamman-Lesan Company, San 
Francisco agency which suspended 
operations the first of this year, has 
joined Fox Film Corporation, Los 
Angeles. 


Represents Two 
DeLisser, Boyd & Terhune, Inc., 
has been named national advertising 
representative of The Scrantonian, 
Scranton, Pa., and The Clearfield 
Progress, Clearfield, Pa. 


Refrigerators 
In Color New 
Grunow Offer 


Chicago, July 13.—Refrigerators 
in color are the latest inducement 
offered by the Grunow Corporation 
to housewives who are as particular 
about color schemes in their kit- 
chens as in their living rooms. 

The colored boxes were manufac- 
tured more for display purposes 
than any other, but the 150 shipped 
to dealers attracted intense inter- 
est, and calls for new supplies were 
received almost immediately, Duane 
Wanamaker, vice-president in 
charge of advertising, reported. 

Ivory and pastel green are the 
proffered colors, a small premium 


being charged for departure from 
the usual white. In some cases, the 
posts are finished in ivory, while the 
refrigerator itself is green. 

As the result of a survey among 
buyers, the Grunow Corporation will 
continue its story of “Carrene, the 
safety refrigerant.” Inquiries to 3,- 
000 buyers indicated that the safety 
feature had been the prime mover 
in inducing them to select the Gru- 
now, in competition with other 
makes. 

The company has subdued this 
feature to some extent, recently, but 
with the new ammunition on hand, 
it will return to this theme. A book- 
let, “What Is Carrene?” is being is- 
sued for distribution to dealers. It 
tells the story of Carrene from its 
inception up to the present. 

Beauty was second only to safety 
in the regard of buyers, indicating 
further emphasis on this feature. 


The advertising will continue to de- 
scribe the Grunow refrigerator as 
“beautiful enough to go into your 
living room.” Pi 

With approval of the merger of 
United States Radio and Television 
Corporation with the Grunow Cor- 
poration, the name of the organiza- 
tion will be changed to General 
Household Utilities Company. 

The Grunow refrigerator will keep 
its present name, however, while the 
refrigerator which has heretofore 
been made by United States Radio 
will probably be abandoned in favor 
of the Grunow refrigerator. 


Majestic Fetes Dealers 

Grigsby-Grunow Company, Chi- 
cago, manufacturers of Majestic 
radios and refrigerators, played host 
to nearly 2,500 dealers and their fam-- 
ilies July 5 at a banquet and Mardi 
Gras at the Drake Hotel. 


of May. 


This city showed a 6.1 percent gain in department 
store business during the month while the national 
average, as compared with May, 1932, showed a two 
percent loss and the Eighth Federal Reserve District 


More Asout 


Business ConpITIONS © 
IN LOUISVILLE* * * ° ° 


JrEDERAL Reserve Bank statistics of department 
store business during the month of May reveal 
that Louisville ran far ahead of the nation and the 
Eighth Federal Reserve District in which Louisville 
is located, in business improvement during the month 


showed a 2.7 percent loss. 


This same trend is indicated by the increase in postal 
receipts here. The increase in Louisville was 12.03 per- 
cent over May, 1932, while the average of the fifty largest 
cities in the nation showed a gain of only 3.68 percent. 


There is business to be had in Louisville and its mar- 
ket, Kentuckiana, and you can effectively present your 
message to the people of this section by concentrating 


in a single medium— 


THE COURIER-JOURNAL 
THE LOUISVILLE TIMES 


Major Market Newspapers, Inc. -:- Audit Bureau of Circulations 


REPRESENTED NATIONALLY BY THE BECKWITH SPECIAL AGENCY 
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GOODWIN STAFF 
IS COMPLETED; 
ADDS 3 FLOORS 


Chicago, July 13.—Taking three 
additional floors of Mather Tower, 
the Goodwin Corporation, Chicago 
advertising agency, made a further 
expansion this week. Adolph O. 
Goodwin, president of the agency, 
also announced completion of his 
headquarters organization with the 
acquisition of Miller Munson, who 
has been vice-president of Henri, 
Hurst & McDonald. 

With the additional area, the 
Goodwin Corporation will have be- 
tween 16,000 and 17,000 square feet 
of floor space, making it one of the 
largest, if not the largest agency in 
Chicago in point of space occupied. 

The twenty-second floor of Mather 
Tower will serve as executive offices. 
The twenty-third will be given over 
to audits and records. The twenty- 
first will accommodate account ex- 
ecutives, while the twentieth will be 
used by the creative staff. 

The complete list of department 
heads is as follows: 

Director of copy, James P. Derum, 
formerly with McManus, Inc.; direc- 
tor of art, Harold Bement, formerly 
with the William H. Rankin Com- 
pany and Critchfield & Co.; director 
of media and research, Elmer E. 
Bullis, formerly with Lord & 
Thomas; director of audits and rec- 
ords, Ira Bollinger, formerly with 
John Lee Mahin and Vanderhoof & 
Co.; director of finance and credits, 
John A. Stolp, president of Walton, 
Joplin, Langer & Co., public ac- 
countants; director of legal proced- 
ure, John Pakenham; directors of 
trade code practices, S. H. Bates 
and E. W. Krueger; director of 
merchandising, Miller Munson, for- 
merly with Henri, Hurst & McDon- 
ald and the Hoover Company; direc- 
tor of new business, Earl M. Good- 
win; director of direct mail, I. 
Barnard, formerly with Critchfield & 
Co.; director of sales promotion, H. 
B. Lanum; public relations, Fred 
Collins. 

All of these executives are vice- 
presidents. 

The field organization will have 
been completed by September 1, 
when Mr. Goodwin will be ready to 
make a complete announcement of 
his plans. In the meantime, a num- 
ber of the company’s district man- 
agers are being brought into Chi- 
cago as guests for an inspection of 
A Century of Progress. 


Smoking Tobacco 


Named for Briggs 


P. Lorillard Company, New York, 
Old Gold Cigarettes, is marketing a 
new pipe tobacco, which it has 
named for Clare Briggs, famous car- 
toonist. 

Briggs’ title, “When a Feller Needs 
a Friend,’ will be featured in the 
advertising. 


WASHINGTON AGENCIES USE NEWSPAPER SPACE 


" Never mind the details... 
just write the advertising’ 


This is the Story of the Modern 
Advertising Agency, and its placein 
today's business picture ....a story 
every Business Man should know 

. but too few do, 


TS business man who expects an 
advertising agent to sell his product 
without having all the facts of his busi- 
ness is like the patient who expects a 
doctor to help him by “absent treatment.” 
It may work—bat the chances are it won't, 

Good advertising isn’t just bright in- 
spirations and fancy phrases. Good adver- 
tising is the sum of facts plus imagination 
plus salqs-producing ideas. Given the 
facts, the advertising agency is capable 
of supplying the other ingredients. But 
it must be given the facts. 

Your advertising agency is your pro- 
fessional advisor. Tell your agency men 
all the facts of your business—favorable 
and unfavorable. They know how to take 
these facts and present your case in the 
most tactful, convincing style. 


Let your agency men see how your 
product is made, how your business is 
conducted. It may seem a waste of time 
to you. They may be discovering just the 
simple, elementary things you've always 
known about your product. But it’s often 
the simple, elementary things that bring 
in the sales, 

Let your salesmen tell your agency men 
the obstacles they run up against... the 
new and unusual uses to which your 
product is being put : : : the stories of 
more-than-satisfactory service they hear 


from customers. This is the stuff of which’ 
successful advertising is made. 

The advertising agency—if given full 
cooperation—can produce effective, sales- 
building advertising. That's the reason 
why most manufacturers use the services’ 
of a good advertising agency. 


PACIFIC ASSOCIATION OF 


ADVERTISING 
AGENCIES 


Seattle Members : 
Altnow Singleton, Inc... 1411 4th Avenue Building 
Botsford, Constantine & Gardner . White Building 


Erwin, Wasey & Co... 2... .0465- L Building 
The Izzard Company.........-. Ranke Bujlding 
Milne & Co., Inc... .. 6.045. a Building 
McCann-Erickson, Inc. . . Skinner Building 
Harry G. Penman........... °2100 Fifth Avenue 
How J. Ryan & Associates, Inc.. .Stuart Building 
Jo William Sheets. ..0.00cecees Central Building 
Strang & Prosser. ....ccessseeesss Smith Tower 


Typical copy being run in Seattle newspapers by local members of 

the Pacific Association of Advertising Agencies, in a campaign de- 

signed to sell the value of agency service to manufacturers in the 
northwest. 


Brown Names Agency 


The account of Brown Products 
Company, maker of Brown’s stom- 
ach tablets, has been placed with 
Humphrey, Prentke & Scheel, Inc., 
Cleveland. Farm papers, general 
magazines and direct mail will be 
used. 


Gets Platinum Account 


Advertising of Platinum Products 
Company, New York, maker of a new 
flameless cigarette lighter called Lek- 
trolite, has been placed with Briggs 
& Varley, New York. Class publica- 
tions will be used. 


Papers Consolidate 
The McLeansboro, Ill., Times and 
the Leader, weekly newspapers, have 
merged as the Times-Leader. 


000; public, $9,161,000 


cated all over the country. 
alone, 


bidding on other jobs. 
funds are Ay, to unleash. 


— 
alte it it costs to do it 


Important construc- 
tion contracts awarded 
week ending July 13 


Type of Work Value For Awarded to 
Ee. $566,802 Hwy. Dept., Colo...... Separate Contracts 
rs 500,000 ‘ H. Weiner Co...... Carmichael Constr. Co. 

i . S. Eng., a: . Standard Dredging Co. 
Union City, N Sf es Gerace Bros. & Costagna, Inc. 
Ottawa, Ontario....... Separate Contracts 
Wie. P. & be Go..... Jutton-Kelly Co. 
y Hwy. Dept., Missouri. Sorte, Pryor Constr. Co. 

i oe rr E. Wark Co. 

Paper Mill ........ 160,000 Hammermill Power Co. a Shenk Co. 

a rer 172,085 Hwy. Dept. Conn...... Arborio Road Constr. Co. 


and others that bring the week's total to $14,876,000. Private contracts, $5,715,- 


The successful bidders on this 15 million dollars’ worth of construction are lo- 
They are hard men to reach by personal contact 
et they must know about everythin 
materials to enable them to compute winning bids. 
45,000 engineers and contractors comprising the engi- 
neering-construction industry are looking for the contracts that government 
Keep your advertisin 
cGraw-Hill Publishing Company, 330 


new in equipment, methods and 


Tomorrow they will be 


directed to them contin- 
est 42nd St., New York, 


Fitzgerald to 


Direct Drive 
For S.N.P.A. 


New Orleans, La., July 13.—Fitz- 
gerald Advertising Agency of New 
Orleans has been appointed to direct 
the $500,000 advertising campaign of 
southern newspapers decided upon at 
the annual meeting of Southern 
Newspaper Publishers’ Association 
at Chattanooga, Tenn., June 26-28. 

The campaign, which will make 
use of space approximating half a 
million dollars, will get under way 
this month, with copy appearing in 
member papers throughout the south, 
and also in national business maga- 
zines. Copy will stress the market- 
ing possibilities of the south and the 
value of newspaper advertising in 
reaching the market. 

The campaign is in charge of a 
special committee of the S. N. P. A., 
headed by Herbert Porter of the At- 
lanta Georgian-American. 


Chek-Chart Expands 


E. A. Petrtyl, at one time with Dia- 
mond T Motor Car Company, has 
joined Chek-Chart Corporation, Chi- 
cago, as general manager. The com- 
pany has occupied expanded quarters 
at 624 S. Michigan Ave. 


Describes Work 


Freeman Lang Studios, 210 N. 
Larchmont, Hollywood, Cal., have is- 
sued “Audience Assurance,” a bro- 
chure describing the studio’s facili- 
ties for production of radio transcrip- 
tions. 


Two for Weston-Barnett 


Advertising of Iowa Public Service 
Company, Sioux City and Waterloo, 
and of National Bank of Waterloo, 
has been placed with Weston-Bar- 
nett, Inc., Waterloo. 


Fireman’s Fund 
Group Launches 
Coast Campaign 


San Francisco, Cal., July 13.—The 
resurgence of insurance companies’ 
consumer advertising brought busi- 
ness to 65 California newspapers this 
week, when Fireman’s Fund Group 
began a state-wide advertising cam- 
paign in honor of its 70th anniver- 
sary. A world-wide organization, the 
firm has maintained its headquar- 
ters at San Francisco since it was 
founded in 1863. 

Initial copy emphasizes the fact 
that Fireman’s Fund has been in op- 
eration since the early days of Cali- 
fornia, having been organized by men 
who had faced the hardships of the 
Overland Trail. The caption, “Deep 
Rooted in the Traditions of Califor- 
nia,” indicates the campaign’s theme. 


An Opportune Time 


Regarding the campaign, President 
J. B. Levison remarked, “We believe 
that this is an opportune time for us 
to get the facts concerning our com- 
pany before the people of our home 
state. Acceleration of business ac- 
tivity and increasing values will 
naturally be reflected in greater in- 
surance volume.” 

Included in the Fireman’s Fund 
Group are the following firms: Fire- 
man’s Fund Insurance Company; 
Occidental Insurance Company; 
Home Fire & Marine Insurance Com- 
pany; Fireman’s Fund Indemnity 
Company, and Occidental Indemnity 
Company. 

Edwin P. Gerth & Co., San Fran- 
cisco agency, is in charge of the 
campaign. 


Ferry-Hanly Will 
Occupy New Quarters 


Ferry-Hanly Advertising Company, 
Kansas City, Mo., has leased the 31st 
and 32nd floors of the Fidelity Bank 
Bldg., and will move into its new 
quarters there the latter part of this 
month. Present quarters are at 1110 
Grand Ave. 

The new quarters are the highest 
office rooms in the state of Missouri, 
and afford an unusual view of con- 
siderable sections of both Missouri 
and Kansas. 


Discuss Code for 
Refrigerator Makers 


More than 100 manufacturers of 
electric refrigerators and parts met 
in Detroit July 6 at the call of G. 
M. Johnson, president, Universal 
Cooler Company, to discuss the in- 
dustrial recovery act and to develop 
a plan for administering the provi- 
sions of the act within their field. 


Girdler Wins Race 


Walter H. Girdler, president of 
the Herald-Post Company, piloted 
his cabin cruiser Pelican to the fin- 
ish line six lengths ahead of the 
Naldnah II, owned by William Reed 
of Louisville, in a special “challenge” 
race on the Ohio River July 4 


U.S. MAY PUBLISH 
FARM ALLOTMENTS 


Washington, D. C., July 13.—One 
indirect result of the operation of 
the federal allotment plan to gover 
the size of grain crops, particularly 
wheat, will be the development of g 
new source of advertising revenye 
for newspapers in hundreds of coup. 
ties in the wheat belt, if present 
plans of the agricultural adjustment 
administration are brought to frui. 
tion. 

Under the allotment plan it is ap. 
ticipated that wheat farmers will be 
given $150,000,000 yearly in returp 
for reduction of acreage, and the ad. 
vertising plan contemplates forma. 
tion of county wheat control associa. 
tions in every county in the country 
in which enough wheat is normally 
produced to warrant such an organi- 
zation. 


Will Publish Figures 

These county organizations wil] 
gather data on each farmer’s past 
production and also on the amount 
of his allotment, and will publish 
these figures as paid advertising in 
the county newspapers, if the present 
plan of the farm administration is 
finally adopted. It is felt that by 
making these figures public in this 
manner, the necessity for investigat- 
ing each farmer’s previous produce. 
tion will be eliminated, since the fact 
that every other farmer in the 
county is familiar with production 
and allotment figures will tend to 
keep over-enthusiastic backers of the 
allotment plan from boosting their 
previous production figures and thus 
securing a greater share of the al- 
lotment funds. 

If the plan is placed in operation, 
the cost of the newspaper advertis- 
ing will be borne by the farmers of 
each county, out of the allotment 
funds they receive. 

The plan is being discussed with 
various organizations of farmers, as 
well as with newspaper organiza 
tions, such as the National Editorial 
Association, which are directly con- 
cerned. It is hoped to put the plan 
in operation by September. 


Gorton-Pew Returns 
to Chuarchill-Hall 


Gorton-Pew Fisheries Company, 
Ltd., Gloucester, Mass., packer of 30 
varieties of canned fish, has re-ap- 
pointed Churchill-Hall, Inc., New 
York. 

The agency handled the account 
for ten years prior to April, 1932. 


Joins “Rock Products” 


Tate Shondell has been appointed 
manager of the Cleveland office of 
Rock Products, Chicago. He was for- 
merly Cleveland representative of 
the Gillette Publishing Company, 
Chicago, publishers of Roads and 
Streets and other construction pa 
pers. 


TO AN AGGRESSIVE PUBLISHER 


1931 


1932 


1933 


"Take Off the Brakes— 


We're Going Up hill" 


Believe it or not, I’m looking for a publisher who can still grin. He’s 


not bragging “how I put on the brakes. 


” 


Instead, he’s saying, “Let’s 


put on the power—hard climb ahead.” 
As for myself—I’ve had a dozen successful years directing sales for 


leading business publishers. 


In good times and bad, I’ve turned tough 
situations into unusual lineage increases. 


I’ve prepared the sales pro- 


motion, directed the sales staff and done a lot of personal selling. And 


the records are available. 


The chances are you know something of work I have done—and 


plenty of references will be furnished. 


I’m not looking for a soft 


berth—I prefer a percentage of sales increases as we get them. 


Box 363, ADVERTISING AGE, 537 South Dearborn St., Chicago 
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Written by MYRON E. CHON 
Copy Director 
Wm. H. Rankin Company 
c 8 14 6 a2 2 © 


Away with blue pencils! Copywriters’ Forum is dedicated to 
Free Speech for Copywriters. Even lowly commas remain 
where put, because in these advertisements the copy man writes 
his own O. K. This advertisement, one of the Copywriters’ 
Forum series, was written by Myron E, Chon. Mr. Chon 
threatened to revise his headline, saying that he wrote the ad 
teveral months ago, and complaining that ‘“New Deal’? was 
old stuff, but we liked the headline so he gave it his O. K. 
Now isn’t that something new in this advertising business? 


The American People Want 


; N ew D e a ! 


: Advertising 


Wise advertisers 


will give 


}OT many months ago, the people of 
this nation went to the polls and de- 
manded a new deal in politics. A 
wise president has answered their 
= demand — and the people are ready 
to go on with the game. 


In advertising, the new deal remains to be dealt. 
Old practices still persist. Ballyhoo still abounds. 
Exaggerated claims are still the rule. And the 
people are fed up! 


Wise advertisers will understand. Soon, America 
will witness a startling change in advertising 
copy. Not all at once, but one after another, ad- 
vertisers will sign a new kind of copy dreathing 
the very essence of sincerity and truth, A kind of 
copy so genuine, so free from so-called “‘punch”’, 
that few will dare, at first, to use it. 


This new kind of copy will not warn “Beware” 
or“Don’t” or“‘Save Thyself”. It will not announce 
“Discovery” or “Great News” or “It’s Here’. 
It will not shout “Best” or “Only” or “Buy”. 


it to them 


For this new kind of copy will be written to 
be believed. 


This new kind of copy will sell goods. Per- 
haps no more successfully, for certain adver- 
tisers, than other kinds of copy. But far more 
successfully for those advertisers whose prod- 
ucts do not fade, but rather grow more colorful, 
in the light of the truth. 


If yours is a product that you can honestly 
say is good; if yours is a product that really 
makes people look better or feel better or live 
better; if yours is a product that seldom, if 
ever, disappoints the buyer—then you can 
use this new kind of copy. 


Perhaps the men who now prepare your ad- 
vertising can give this new kind of copy to 
you. If so, be thankful and stick to them like 
a leech. If not, seek advertising men who can. 
Because this new kind of copy will soon sup- 
plant the old. And those who use it first will 
be the leaders—in many more ways than one. 


- 


} Collins, M: 


SPONSORED BY 


ller and H utchings, inc. 
AN ENGRAVING HOUSE THAT LIKES TO Do BUSINESS WITH ADVERTISING MEN 


717 South Wells Street, C Pics Sage 
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=e La Sala Joins Geyer 


Anthony La Sala has joined the 
New York office of the Geyer Com- 
pany, where he will have charge of 
mechanical production and traffic. 
He was formerly connected with Er- 
win, Wasey & Co. and Frank Sea- 
man, Inc. 


Has Sales Tax 


A three percent sales tax went into 
effect in North Carolina July 1. Only 
“necessary foods” are exempted from 
the levy, which will remain in effect 
two years. 


Erwin Fischer Dies 


Erwin Fischer, western sales man- 
ager, C. D. Smith Drug Company, 
New York, died at Harper Hospital, 
Detroit, this week of heart disease. 
He was 48 years old. 


ARCHITECTS ALSO 
FOLLOW THE PATH OF LEAST RESISTANCE 
They will look for your catalogue 
first in the Sweet's file. Hundreds 
have told us they look no further. 
Arrange now to file your new 
catalogue in Sweet's. 
SWEET’S CATALOGUE SERVICE 


Division of F.W. Dodge Corporation 
119 WEST 40th STREET, NEW YORK 


BAKING 


THE BILLION AND 
ONE QUARTER 
DOLLAR INDUSTRY 


This—the second largest food industry is a 
live and growing market. If you have a 
product bakers can profitably use and you 
are not selling them, you are passing up 
a most lucrative market. 

The revised data folder ‘“‘Baking Industry 
Facts and Figures’’ will not only aid you 
to get a good picture of the industry, but 
it is most interesting as well. Write to- 
day for your copy. 


BAKERSHELPER 


‘"K MAGAZINE # BAKERY PRACTICE = MANAGEMENT 
330 S. Wells St. Chicago, Ill. 


ADVERTISERS SEE 
NOTHING TOFEAR 
IN TEXTILE CODE 


Increase in Advertising is 
Predicted 


New York, July 13.—While there 
appears to be no reason for general 
alarm over the fact that the code ap- 
proved for the cotton textile industry 
limits the operation of machinery to 
80 hours a week and that the indus- 
trial recovery commission plans to 
include similar restrictions in the 
codes for the rubber, lumber and 
other industries, much comment has 
been caused in local advertising cir- 
cles by this action. 

The subject was thrust into the 
limelight by a vigorous complaint 
from Johnson & Johnson, New Bruns- 
wick, N. J., manufacturers of many 
intensively advertised cotton special- 
ties and toilet requisites. As yet, no 
other company in this field has offi- 
cially joined in the complaint. 

It so happens that Johnson & 
Johnson are in a unique position in 
that they have been operating their 
cotton textile machinery about 120 
hours a week, having developed a 
market for a near-maximum output 
through aggressive advertising and 
merchandising. 


See Maximum Prices 


The objection is based partly on 
the assumption that the industry’s 
governing committee will later rule 
against the purchase of new machin- 
ery and also set a maximum price on 
the industry’s products to prevent 
“profiteering” in the fixing of prices 
on preferred trade-marked goods. 

While admitting the justice of 
Johnson & Johnson’s’ complaint, 
other manufacturers say the restric- 
tion does not affect them, or that 
they are easily in position to add the 
machinery needed, or that they ex- 
pect any hardship the restriction 
may work on them to be more than 
offset by the advantages the code af- 
fords. 

One manufacturer who had ordered 
additional machinery said he was 
having difficulty in finding a supplier 
who could guarantee delivery at an 
early date. 

The executive in charge of a tex- 
tile account in a leading agency said 
the entire act, the administration’s 
announced intentions. and the codes 
should be studied carefully before de- 
ciding one was injured or about 
to be. 

“The hour limit on machinery op- 
eration, though effective now, is more 
or less a suggestion and can be 
amended if it tends to decrease the 
high level of total advertising and 
promotional effort which the admin- 


Here is a Man 
| who Does Things 


| — ow 


Jay is a go-getter. . 


tical. 


can buy space. 


. . He entered college without a cent and 
finished up with an A. B., a scholarship key, a varsity letter, a 
thousand dollars in the bank, and offers for over 30 jobs . 

because he proved he could sell and had ideas that were prac- 


7, ee F 


| For the last four years Jay has been with one of the largest 
and finest advertising agencies. 
promotion and market analysis and has developed a wide repu- 
tation for his “merchandise-mindedness.” 

|| °"years he has been a Space-Buyer. . 
temporarily put him out of a job. 
| i a 
He can sell space or anything else. 
marketing problems and make practical recommendations. 
He can plan and execute campaigns. 

7 oe 9 

| Jay wants a job with an advertiser, agency or publisher look- 
ing for a man who can get things done. 
New York, will tell you more about him. 


He is a specialist in sales 


During the last two 
. . An economy move has 


He can thoroughly analyze 
He 


Advertising Age, 


istration is depending upon to in- 
crease consumption rapidly,” he said. 

“In this instance, the industrial re- 
covery commission has remedied an 
oversight in a way that furthers its 
primary objectives, which are not 
only to stimulate employment and 
raise wages but to set up conditions 
conducive to regular and full employ- 
ment. It should be noted that the 
restriction stipulates that machinery 
cannot be operated by more than two 
shifts working not less that 40 hours 
a week each. 


May Change Conditions 


“Making these safeguards for la- 
bor through some other adequate 
means should be the first step of 
those who want this restriction re- 
moved. When this is done and the 
industry learns how to govern itself, 
it is probable that some less objec- 
tionable means to control production 
will be devised and approved. Mean- 
while, the majority will be greatly 
aided by enforcement of the code. 

“The industry agrees it is neces- 
sary to prevent excessive production 
in order to eliminate distress stocks 
and cutthroat competition from 
which advertised goods have suffered 
most, and the commission has sug- 
gested how this might be done after 
the industry itself failed to suggest 
a means. 

“Our client is one of those which 
is investing in additional machinery, 
but it approves the restriction. Ma- 
chinery wears out and it is no great 
hardship to anticipate future require- 
ments at this time.” 


See More Copy 


With price merchandising checked 
and the threat of distress stocks re- 
moved, other agency men predicted a 
substantial increase in the number 
of advertisers in this field and the 
start of a cooperative campaign at 
any time after six months. 

Johnson & Johnson have not yet 
curtailed their advertising. No other 
advertiser in this field has expressed 
the intention of doing so. Some, par- 
ticularly the manufacturers of rayon 
goods, who, as a class, are the most 
consistent advertisers in this indus- 
try, have either slightly increased 
their schedules or have asked their 
agencies to submit plans for bigger 
campaigns. 

It will be impossible, however, to 
gauge the reaction to the code ac- 
curately until the sections covering 
competitive practices are completed. 


Artists Have Code 


Chicago, July 12.—The American 
Artists’ Equity announced this week 
that it has completed the draft of 
a code for commercial artists, and 
will submit its code to NIRA for 
approval immediately. The code is 
said to have been approved by 
artists in 26 cities. 

The code provides a minimum 
price of $3 for any piece of commer- 
cial art, and sets up a 33-hour week, 
with six-hour days. Artists may 
work overtime if they are paid time 
and a half. 

An interesting feature of the code 
is a section which forbids disparage- 
ment of a competitor’s work or 
changing of such work. The code is 


designed to cover art agencies and 


brokers, art schools, and free lance 
artists. 


The Worm Turns 


Fort Worth, Tex., July 12.—Print- 
ers of west Texas, meeting here in 
a zone conference to discuss a code 
of practice for the industry, took 
time out from their discussion of 
wages, hours of labor, etc., to adopt 
a resolution humbly begging the 
federal government to adopt its own 
code of fair practice. 

“We urge upon the federal gov- 
ernment that it cease competition in 
the production and sale of govern- 
ment printed envelopes,” the petition 
said. “The federal government at 
this time is calling upon the printers 
to adopt a code of fair practice. It 
seems only fair that the federal gov- 
ernment itself should help maintain 


| such a code of fair practice and fair 


prices.” 


The petition asserts that the en- 


velope business of commercial print- 
ers has been virtually destroyed by 
government competition. 


Neon Group Plans Copy | 


Newark, N. J., July 13.—Ten of 
the most prominent Neon sign man- 
ufacturers of this state, who have 
just completed organization of Neon 
Glass Tubing Manufacturers Associa- 
tion, will launch an extensive adver- 
tising campaign to combat unfair 
trade practices, if the group’s recov- 
ery code is approved by the adminis- 
tration. 

The advertising, which will at- 
tempt to educate the public on the 
most economical manner in which to 
use Neon lights, is scheduled to 
start July 17. 


Magazine Finds 
Personal Angle 
Aids its Sales 


New York, July 13.—The effective- 
ness of the personal problem appeal, 
used so successfully for Listerine, 
Zonite, Lifebuoy, Lysol and other na- 
tionally advertised products, has 
been demonstrated again in the ad- 
vertising of Physical Culture Maga- 
zine, which increased its sales 25 per 
cent immediately by the use of this 
approach. . 

“In attempting to sell Physical Cul- 
ture with health appeal copy over a 
period of years, we have found that 
it seemingly just doesn’t work,” said 
John F. Carter, advertising director 
of the magazine. ‘We have pursued 
this method to the extent that we 
have used scare copy in newspapers 
with headings such as ‘Do You Real- 
ize You May Die in Six Months.’ 

“Theoretically, everyone is inter- 
ested in his health, but the practical 
side shows that there are not enough 
interested to the extent they will 
rush out and buy a magazine that 
they believe gives them facts about 
health culture and nothing else. 

“We have felt for a long time that 
Physical Culture held its readers 
through some other interest besides 
diet and exercise, and we finally de- 
cided that it was the personal-prob- 
lem-family-relationship angle that 
was doing the trick. In fact, it was 
through mail coming to Physical 
Culture asking advice on these prob- 
lems that Mr. Macfadden conceived 
True Story Magazine, the first publi- 
cation of its kind.” 

Mr. Carter tested his theory about 
the pulling power of personal prob- 
lem copy with advertisements on the 
July issue of Physical Culture, fea- 
turing a specific article in that issue 
entitled, ‘“Frigidity.” Despite the 
fact that July issues of magazines are 
usually the poorest sellers of the 
year, newsstand sales jumped 25 per 
cent over the June issue. 

“The results were all the more re- 
markable because the July cover, 
which showed the figure of a man, 
did not lend itself to this promo- 
tional subject,” said Physical Cul- 
ture’s advertising manager. 

Mr. Carter has concluded from the 
reaction to the first piece of copy in 
this campaign that his organization 
has found a theme which can be used 
consistently with excellent results, 
and advises agency men and adver- 
tisers who have not already done so 
to investigate the possibilities in the 
use of a similar appeal for their 
products. 


Benjamin Baker Dies 


Benjamin Baker, since 1925 editor 
of The Annalist, financial publica- 
tion, died in New York July 4 of 


heart disease. He was 61 years old. 


Names Mogensen 


M. C. Mogensen & Co. have been 
named national advertising repre- 
sentatives of Sacramento, Cal., 
Union. 


Appoints Erwin, Wasey 

National Milling Company, Omaha, 
has appointed Erwin, Wasey & Co., 
Chicago, as advertising counsel. The 
company manufactures Omar flour 
and cereals. 


NO DEMAND FOR 
A SINGLE CODE 
ON ADVERTISING 


(Continued from Page 1) 


relating to ethics and fair competj. 
tion practices are practically com- 
pleted. The labor section presents 
the problem before the committee, 

Wilfred W. Fry, president of N 
W. Ayer & Son, Philadelphia, who 
last week urged all divisions of the 
advertising field to unite without de. 
lay in the preparation of a code, will 
make public next week a resumé of 
the responses received to his sugges. 
tion. It is said that the release wil] 
indicate widespread support for Mr, 
Fry’s proposal and include practica} 
suggestions from the field to aid ip 
preparing the code. 

Agency men were interested in the 
code submitted voluntarily this week 
by a national organization of ae. 
countants, which constituted the first 
attempt to apply the act to profes. 
sional services. 

ADVERTISING AGE was told at the 
offices of the American Institute of 
Accountants, generally considered 
the representative national organiza- 
tion in this field, that the association 
sponsoring the code, the Society of 
Certified Public Accountants and 
Auditors, Inc., was _ incorporated 
about a month ago and that the field 
as a whole was not consulted about 
its code. The code was not requested 
by the industrial recovery commis. 
sion and no date has been set for its 
consideration. 


Holds Opposing View 


The American Institute of Ac. 
countants has taken the position that 
the act was not intended to apply to 
professionals or service companies, 
and will not submit or endorse a 
code unless requested by the admin- 
istration. 

Nevertheless, the labor section of 
the accountants’ code is assured of 
some attention from the A. A. A. A. 
committee. 

It provides for a 35-hour week, 
with exceptions for federal, state and 
emergency work, and minimum 
weekly compensation of $200 for 
principals and $100 for supervising 
seniors. The maximum work week 
provision exempts principals only. 

To be entitled to the pay for super- 
vising seniors, the accountant must 
have had 10 or more years of experi- 
ence. Seniors with five or more 
years of experience will receive a 
minimum of $60, and the minimum 
compensation for juniors is fixed at 
$25 a week. 

“It shall be unfair competition,” 
the code states, “for anyone to per: 
form any accountancy work for less 
than cost based on the minimum 
rates specified in Section III of this 
code, plus overhead, such as rent, 
stenographic service, telephone serv 
ice, stationery and other general ex 
pense.” 

The group submitting the code 
neglected the vitally important de- 
tail, however. They did not say how 
much adoption of the code would in 
crease employment in their field and 
add to the country’s payrolls. 


Husband & Thomas 
Handle Cantilever 


It was erroneously reported las 
week that Hirshon-Garfield, Inc., Ne 
York, had been appointed to direc 
the advertising of Cantilever shoes. 

This product, as well as the thr 
other lines of trade-marked sh 
manufactured by Orthopedic Shoes 
Inc., is the account of Husband 
Thomas Company, Inc., New York. 

Hirshon-Garfield was recently et 
gaged to direct the advertising ° 
Cantilever Shoe Stores, a New Yor 
retail chain. 


Hoffman Joins Dollar 


Gene Hoffman, formerly publicit 
manager and assistant advertisin 
manager of Matson Navigation Com‘ 
pany, has been appointed publicity 
director of Dollar Steamship Lines 
San Francisco. 
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Form Dog Food Group 


National Association of Canned 
Dog Food Manufacturers has been or- 
ganized, with H. C. Clayburgh, presi- 
dent, California Animal Products 
Company, Oakland, as its head. 


Sevon Appoints 
Advertising of Sevon Company, 
Minneapolis, shower baths, has been 
placed with Olmstead-Hewitt, Inc., 
Minneapolis. 


Form New Agency 


Whiteman and Ferguson Advertis- 
ing Agency has been organized at 
447 Sutter St., San Francisco. 


Steel Production 


Operating Rate 


2nd week March - 13.5% 
2nd week July - 55.0% 


Steel producing, process- 
ing and consuming com- 
panies are buying. 


QUANTITY MANUFACTURERS 


DEALER DISPLAY 
li SIGNS fox WINDOW 
pert age USE 


J 
Ficoll yy QUALITY 


Row’ 

200 LEADING SERVICE 
NATIONAL * -AND: - 
ADVERTISERS LOW PRICE 


-- LIMA #4 OHIO -- 


YORK. N 
“1133 “BROADWAY 


SUMMERTIME 
IN NEW YORK 


At this skyscraper hotel, 
in the social centre over- 


looking Central Park, 
you will find pleasant 
days... cool restful 
nights. 


$3aDay - $17 a Week 
and up for single room, 
private bath, radio. For 
double room, $5 a day, 
$25 a week.. All rates 
inelu ie e Continental 
Breakfa 


Guest Roof Deck. 


Write he Booklet AA 


BARBIZON-PLAZA 


101 WEST 58th STREET 
CENTRAL PARK SOUTH. N., Y. 


Ny 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK «+ 310 East 45th St. 
CHICAGO + 210 So. Despiaine St. 


and 34 other cities 


FIRST DRIV-IN THEATER OPENS 


Outdoor men shared the excitement of the entertainment world 

when the first Driv-In Theater was opened at Camden, N. J., this 

week. They think this picture should show a row of hoardings under 
the flood lights at the side of the enclosure. 


‘DRIV-IN’ MOVIE 
STIRS INTEREST 
OF OUTDOOR MEN 


New York, July 13.—The first 
Driv-In Theater, where motorists 
and their guests can see and hear 
sound motion pictures without leav- 
ing their cars, was opened at Cam- 
den, N. J., this week by the inventor, 
Richard M. Hollingshead, Jr. 

Eli M. Orowitz, former RKO ad- 
vertising director and now a Phila- 
delphia sales consultant, is in charge 
of franchise promotion. He reports 
that scores of such theaters will be 
opened soon in all sections of the 
country. 

The development is receiving close 
attention from plant owners and 
other representatives of outdoor ad- 
vertising, who see possibilities of an 
effective tie-up with their medium. 
The degree of interest exhibited in- 
dicates that plant owners in some 
cities will apply for the franchise. 

The new type of theater was made 
possible by the invention of con- 
trolled directional sound, for which 
the RCA Victor Company is respons- 
ible. With this equipment in use, 
the motorist seated in a car five hun- 
dred feet away from the screen stage 
not only sees but hears the sound at 
the same volume as the auditors in 
the first row. 


Space for 400 Cars 


Even in a rain storm, with all car 
windows closed, the sound may be 
clearly heard inside the cars, yet the 


| volume is not objectionably loud at 


any point in the theater. 

The theater covers an area of 250,- 
000 square feet, providing space for 
400 automobiles, or 1,600 persons if 
each car holds four. There are seven 
rows of vertically inclined grades in- 
suring uninterrupted vision regard- 
less of cars arriving or leaving in 
front aisles. Ushers are equipped 
with bicycles. 

Mr. Orowitz predicts this type of 
theater will quickly become popular 
for the following reasons: 

The inconvenience of parking the 
automobile and standing in line for 
admission is eliminated. 

Patrons may smoke, converse 
freely and have refreshments 
brought to their cars without dis- 
turbing others, and there is no need 
to dress up. 

The theater will appeal especially 
to the aged and infirm, mothers with 
children and romantically-inclined 
couples. 


Form Air Copy Service 


Giro Sky Ads Company has been 
formed with headquarters in the 
Kohl Bldg., San Francisco, to con- 
duct an advertising service using 
aerial signs towed behind an auto- 
giro. 


Isackson to Scull 


L. O. Isackson, for many years 
sales manager of Nash Coffee Com- 
pany, Minneapolis, has resigned to 
become sales manager of the Day- 
ton, O., coffee plant of W. S. Scull 


Company. 


Appropriation 
Is Expanded 
by Household 


Chicago, July 13.—Household Fi- 
nance Corporation, which has become 
one of the leading radio advertisers 
as the result of the addition of a 
Columbia chain, has also increased 
newspaper advertising 5 per cent in 
the 91 cities in which it operates, 
in support of a weekly contest in 
which $1,250 is awarded. The plan 
is designed to secure a better under- 
standing of the company’s loan sery- 
ice among the general public. 

Listeners are invited to call at the 
nearest Household office for a book- 
let telling about Household’s service 
and for an official entry blank on 
which they may write not more than 
a 100-word answer to a question 
about the company’s service. A dif- 
ferent question is selected each week 
and announced on the radio program. 

The $1,250 weekly cash awards are 
divided into eleven prizes, the win- 
ner receiving $1,000 and the next ten 
$25 each. 


On Two Networks 


Household, which has been on the 
NBC blue network for two and one- 
half years with a Tuesday night pro- 
gram, is now using 20 selected Co- 
lumbia stations for a Tuesday morn- 
ing broadcast featuring “Happiness 
House”’—episodes in the lives of a 


remarks by Burr Blackburn, author- 
ity on family finance. 

Mac Harlan, advertising manager 
of Household Finance, also has an- 
nounced a contest being conducted 
through the medium of office con- 
tacts and direct mail for the best 
letters on “How the Household Loan 
Plan and Household’s Service Have 
Benefited Me and My Family.” 

This contest is confined to past 
and present customers. The first 
four awards are $500, $250, $100 and 
$50, with twenty $24 awards. The 
contest runs to August 10. 


D’Evelyn & Wadsworth 
Get Two New Accounts 


H. R. Baker & Co., investment 
house which recently opened offices 
in San Francisco, Oakland and Los 
Angeles, has placed its account with 
D’Evelyn & Wadsworth, San Fran- 
cisco. 

Sherwin & Simpson, another new- 
ly organized San Francisco invest- 
ment firm, has named the same 
agency. 


Radio Production 
Organization Launched 


Lansworth-Moriarty-Hawley & Don- 
ahoo, 21 Napier Lane, San Francisco, 
has .been organized to specialize in 
radio continuity and production. 

Principals are Louis Lansworth, 
designer; Haberlin Moriarty, for- 
merly with Campbell-Ewald Com- 
pany; William Hawley, and “Puss” 
Donahoo. 


Heads Western Group 


Charles W. Collier, Recorder Print- 
ing and Publishing Company, San 
Francisco, has been elected director 
for the western district of Direct 


Mail Advertising Association. 


young married couple, prefaced with}. . 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


POSITIONS WANTED 


VETERAN PUBLICITY MAN with 
record of accomplishment wants con- 
nection with publicity concern, or as 
head of publicity department of com- 
mercial, industrial or institutional 
organization. Organizer and execu- 
tive. Box 360, ApverTISING AGE, Chi- 
cago. 


ADVERTISING MAN, 10 years mail 
order experience; thoroughly famil- 
iar with all phases of work; copy, 
layouts, production, promotion. Suc- 
cessful record. Highly recommended. 
Age 34. Married. Box 361, ADVERTIS- 
inc AGE, New York. 


COPYWRITER—Versatile, with 8 
years of advertising experience. Pub- 
lication, direct mail, catalog makeup 
and house organ editing. Also two 
additional years of advertising pro- 
duction through printing sales and 
estimating experience. Box 362, 
ADVERTISING AGE, Chicago. 


All Cigarettes 
Called Good in 
Old Gold Copy 


New York, July 13.—Adopting a 
tone of mildness in striking contrast 
with the usual claims of cigarette ad- 
vertisers, current magazine copy for 
Old Gold cigarettes is creating a con- 
siderable amount of comment in 
local tobacco circles. 

A typical piece of copy, in which 
more than half of the space is de- 
voted to the picture of an attractive 
damsel saying, “My taste says Old 
Gold but my taste isn’t yours,” takes 
competitors to task in more or less 
friendly fashion. 

“Frankly, don’t you feel a bit an- 
noyed when someone tries to tell you 
what cigarette you ought to smoke?” 
the girl asks. “It seems to me that’s 
a question for your taste to decide. 
“I’ve tried all the leading brands 

. and they’re good .. . every one 

of them. But I’ve settled down to 
Old Golds because I find them so 
nicely made, so very smooth and 
mild and free of bite and rasp. 

“Maybe that won’t mean a thing 
to you. I’m just suggesting that you 
try a pack of Old Golds and then let 
your taste decide.” 


Byron Takes New Post 


Mark Byron, 3d, for the past three 
years in the trust department of 
Central Hanover Bank and Trust 
Company, New York, has. been 
named director of advertising and 
new business of Passaic, N. J., Na- 
tional Bank and Trust Company. 


Williams Joins Harlan 


Howard E. Williams, formerly 
with Hanff-Metzger and Lockwood- 
Shackelford Company, Los Angeles, 
has joined M. E. Harlan Advertising 
Agency, San Francisco. 


Names Agency 


Thilby-Nason Company, Cam- 
bridge, Mass., and Salhus, Norway, 
pharmaceuticals, has placed its ac- 
count with #Eddy-Rucker-Nickols 


New Publishing Firm — 
Franklin Conklin, 3d, formerly with 
Sunday Call, Newark, N. J., has or- 
ganized the publishing firm of Conk- 
lin Company, Inc., Newark. His 
father, Franklin Conklin, Jr., is vice- 
president. 


Speer Names Brothers 


Advertising of James K. Speer & 
Co., Ashtabula, O., makerg.of flavor- 
ing extracts, has beem placed with 
Brothers Advertising Agency, Cleve- 
land. 


Take a leaf out of 
the book of drug 
advertising. It 
makes good—for 
one thing, be- 
cause it makes 
good use of the 


dealer's window. 


> 
EINSON-FREEMAN CO., INC. 


LITHOGRAPHERS 


—_—_—_———— ee eee 
STARR & BORDEN AVES., LONG ISLAND CITY, NEW YORK 


49 WAYS= 


to make more money 
from your advertising 


A 20 page booklet gives you facts you should 
i ow about direct mail—how you can use 
t to bring you traceable returns from all 
your advertising. A checking chart helps you 
to select the forms that will get the most 
out of as advertising dollar you spend. 
Send 10c to pay mailing cost, and this val- 
- 20 page booklet will be mailed you 
at once. 


DIRECT MAIL ADVERTISING 
ASSOCIATION, Inc. 


13 West 23rd Street New York City. 


A, ee, 
I'VE FOUND 

. THE BEST 
\ HOTEL VALUE 
IN NEW YORK 


Just think ....a mod- 
ern, new hotel, in the 
heart of New York— 
200 feet from Broad- 
way on 45th Street. 
A room and bath for one, 
$2.50; for two, $3.50, 


It's the 


PICCADILLY 


¥ 
45th STREET ond BROADWAY @ NEW YORK 
William Madiung. Mng. Dir. 


Color Ben Day Process 
Printing on Newsprint; 


Your Plates or Ours 
Shopping News— Cleveland, O. 


Company, Cambridge. 


SAMPLE GREATER 


amazing everyone. 


BIG « 


Greater Chicago is now enjoying a spurt in business that is 


Let our organization give you some interesting facts about 
this market. They will convince you of the desirability of oe 
3 campaign to sample Chicago now! 


ADVERTISING CARRIERS 
20 EAST 8' ST. CHICAGO 


CHICAGO NOW 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


OLD GOLD ADMITS OTHERS MAY BE GOOD, TOO ANOTHER GENERAL MOTORS UNIT TURNS TO ANIMALS 


“ | : 
Ty Lasle Sary4— 


Old Gold 


BUT MY TASTE ISN’T YOURS” 


FISHER 
VENTILATION 
i SYSTEM 


Is —seoops in breeze - 
‘ er ‘ ac te 3 oe 8 ae ee * y 
eenans in CHEVROLET - PONTIAC - OLDSMOBILE - BUICK - LA SALLE - CADILLAG 


ma er 2se2%6 


High in the G. M. executive family must be an animal lover. Pontiac featured birds in its outdoor cam- 
paign; AC Spark Plug, a horse; and now comes the Fisher body unit with a pooch. This poster is 
scheduled for early national showing. 


LANDS BIG ONE FLAMING GIRL FEATURES UNGUENTINE DISPLAY 


ad Se ae RN rare SS A, 


In its current magazine copy, Old Gold has turned to persuasiveness, 

pointing out, in an "interview" with the lady shown here, that tastes 

differ. The lady admits she has tried most popular brands, and finds 
them all good. 


Col. "Al" Baumgartner, president, 
Thompson-Koch Company, Cincin- 
ee tele one wee 7 nati, shown with the six-foot-four, 
SHE DOESNT MIND i 123-pound tarpon he caught near 


ee oe Port Aransas, Texas, recently. It 


is the largest tarpon caught in the 
gulf this year. 


WOOLENS ARE BOUND TO UE cocarco cspcciALy ron THe Norwich Pharmacal Company is supplying dealers with this effective 


SHRINK WHEN YOU ij HARD WATER OF THIS GREAT _ display developed by Einson-Freeman Company, in which the 


Soar. SHE ALWAYS USES #*® BB more oF iris sa AROUND “treats sunburn as a burn" theme is emphasized. 


SAN FAMILY . : — (At Left) 
ae: PRECOCIOUS BABIES TELL 


SOAP'S MERITS ED WYNN IS GIVEN NEW CHICAGO POST 


mt 4 Although one of these youngsters 

SOAP THAT'S FULLOF FREE LYE. J is undignified enough to talk of his 

Be AGeNS nce aan Se "“mommie," the rest of them come 

to bat with straight adult sales talk 

for American Family soap in this 

four-column newspaper advertise- 
ment. 


The Texaco Fire Chief, shown embracing his effigy in the Texaco 


Typical of the a | in which advertisers are making use of truck sides as shiedtibie mediums is exhibit at A Century of Progress, on the occasion of his induction 
the display on these Fruehauf trailers used by Geo. A. Hormel & Co. into the office of honorary chief of the fair's fire department. 
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